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MORE LIGHT WANTED 


Spasmodic circulation claims are made at irregu- 
lar intervals by various St. Louis newspapers, 
which are without exception based upon special 
issues where large numbers of papers are printed 
for the occasion. 


==THE REPUBLIC ———— 


is the only St. Louis newspaper publishing a circu- 
lation statement every day of the week, every 
week of the month, and every month of the year. 
Complete figures, with deductions for unsold 
papers and spoiled in printing copies, are to be 
found daily upon THE RepuBLic’s editorial page. 
These figures have been verified once a year for 
the past three years by experts, delegated from 
the advertising agencies of Lord & Thomas and 
Chas. H. Fuller, of Chicago. Tue Repustic’s 
clear and lucid demonstration of legitimate adver- 
tising value for 365 days in the year makes the 
persistent refusal of other journals in the St. Louis 
field to furnish astatement conspicuous. A buyer 
of newspaper circulation should not be asked to 
select his purchase 
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Large Crops Make 
Large Bank Accounts. 


The acquaintance of people having 
ready money is worth cultivating. 
Bright advertisers are well aware of it, 
and arrange their advertising expendi- 
tures accordingly. 


The South is the ee 


section just now 

For the next year at least money will 
flow into its lap in such abundance as 
never before experienced. The corn and 
cotton crops now being harvested will 
make it rich, ‘The terrible drought, 
which reduced the corn crop oi the 
West more than half a billion bushels 
and in some sections totally annihilated 
other crops, did not reach the South. 
While the Western farmers will be 
poor for a year or more, those of the 
South will experience the most pros- 
perous times in their remembrance. 

There are 540 local weeklies on the 
four Southern divisions of the Atlantic 
Coast Lists. ‘hey reach these pros- 
perous people. 
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One Electrotype does the business. 


ATLANTIC COAST LISTS, 


I54¢LEONARD St. 
CD NEW ‘YORK ©%©@5 
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INCIDENTAL ADVERTISING. 
‘By Foel Benton. 


It was said many years ago that 
there were many business men in Eng- 
land who would give Charles Dickens 
or Charles Reade, or any other novel- 
ist of great celebrity, a fabulous price 
to introduce into his story in some 
way the particular article they offer 
for sale. I rather think Charles 
Dickens did introduce in one of his 
stories something about ‘Day & 
Martin’s Blacking,” a legend concern- 
ing which was once placarded on one 
of the Egyptian pyramids; but, in 
this case, he did the thing voluntarily, 
and without compensation. The ar- 
ticle had, however, already become so 
famous that everybody knew it. It 
was, so to speak, an “institution.” 
Not to know of it was to make your- 
self a nobody. It has so far asked 
no odds of fame or of fame-makers, for 
it was already famous. 

But its proprietors did not rest on 
their laurels. They kept pushing it. 
They would no doubt have given any 
noted author a most liberal sum to petri- 
fy their name, commodity or trade-mark 
in some one of his books. Perhaps in 
Dickens’ case the blacking business 
was most handy to refer to. He, at 
any rate, had reason to remember it— 
if not pleasantly—perpetually in his 
most autobiographical story, ‘‘ David 
Copperfield.” He was himself the 
maker of men’s understandings to shine 
(before he made them shine other- 
wise) by labeling blacking boxes pre- 
paratory to their shipment. + 

I forget whether this blacking over 
which he toiled was the ‘* Day & Mar- 
tin” brand or not, but I know the 
brightest literary journals in England 
—such as the Saturday Review and 
Spectator—have often referred to this 
brand because its celebrity made it al- 
most compulsory for them to do so if 
they were to use for some purposes 
the fittest and most natural illustra- 
tion. 


An author cannot so easily lug into 
his page the name of a commodity 
that is unknown; but if it is weil 
known, and on everybody’s lips, he 
may find it necessary to mention it, 
and, by that incidental advertising, do 
it an inestimable service, But he 
need not and ought not to take pay for 
so doing. It is of a proprietary ar- 
ticle that this is most naturally true, 
though there are many commodities 
and firms that lend themselves to this 
mode of exploitation. A bookstore, 
like the original ‘‘ Old Corner Book- 
store” in Boston, it would be exceed- 
ingly. natural to bring into any literary 
work, 

The subject is a delicate one for 
authors of repute ; and I am not ad- 
vocating an irruption of business pla- 
cards into books which literature is to 
crown. Perhaps it is quite enough 
that nature is so scarred ; and it may 
be better that literature and art escape 
this lalvel desecration. 

Yet I do not see why, with journals 
of the day, there should be such a fear 
that some advertising mention should 
get into the news, correspondence or 
telegraph reports; especially in cases 
where its appearance is the most ap- 
propriate thing in the world. As the 
custom is now, not only words, phrases 
and paragraphs are suppressed by 
some editors, but entire articies some- 
times are rejected which are in them- 
selves wholly desirable, simply because 
they do, from the inescapable nature 
of the case, incidentally advertise 
somebody’s business. 

There seems to me to be aitogether too 
much squeamishness among publishers 
about this whole thing. Suppose you 
do give some one you do not know, 
and who has not paid you for it, a 
little send-off towards publicity. You 
will certainly have a friend, and the 
Oriental proverb says: ‘*‘ He who has 
a thousand friends has not a friend 
to spare.” The new made friend 
may even find out by this fact that 
you have a paper which reaches people 
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and is read, and he ma,~ ecome a 

tron. He may tell ot! and they 
may follow suit. In fact, this may be 
the very small pebble thrown into your 
own ocean whose wave shall reach some 
far-off Mediterranean shore. 

It was Mr. Crawford, not Mr. 
Stockton, as a correspondent of PRINT- 
ERS’ INK has it, who made the *‘ Bar 
Harbor ” article in the September 
Scribner's carry a reference to the 
“Plymouth Rock Pants” and ‘‘Cas- 
toria.” But if it were neatly and not 
badly done, and scored a point, why 
not let it be done? It does not seem, 
at any rate, forced or unnatural—in 
which direction only flagrancy inheres. 


ers 


TRADE PAPERS AND THEIR AD- 
VERTISING. 


GROCERS’ PAPERS. 


‘By John Z. Rogers. 


In this modern and pushing age the 
trade or class paper has become an in- 
stitution. Nearly every branch of busi- 
ness and nearly every profession, be- 
sides every recognized and popular 
sport and pastime, has one or more 
publications devoted to its interests. 

As a class few are of more impor- 
tance, probably, than those devoted to 
the grocery trade, or to be more tech- 
nical, the food product papers. 

The American Newspaper Direct- 
ory, of the issue of 1894, contains a 
list of twenty-nine having a circuiation 
of 1,000 or over. Of these papers 
seventeen are published weekly. 

With a view to securing some interest- 
ing information regarding these papers 
Icalled upon Mr. F. B. Thurber, a 
gentleman who has been nearly his en- 
tire life in the grocery business, and 
one who is a veteran in advertising, 
and an authority upon trade papers de- 
voted to the business. 

‘* Ves,” said Mr. Thurber, “* there 
are a lot of papers published in the in- 
terests of the grocery trade—so many, 
in fact, that I have never even seen a 
large portion of them. 

“*From the standpoint of impor- 
tance and influence, I think there are 
only four that can be said to be repre- 
sentative. ‘They are the American 
Grocer, of New York, the Grocers’ 
Criterion, of Chicago, the Mew Eng- 
land Grocer, of Boston, and the Grocer 
and General Merchant, of St. Louis. 

“The American Grocer has not as 


PRINTERS’ INK. 


large a circulation as some others, but 
I consider it in the lead in point of in- 
fluence ” 

‘*What essential points should a 
food product paper possess in order to 
be influential ?”” I asked. 

‘*Upon its market reports and sta- 
tistics largely depends the value to the 
subscribers and its dignity and_ in- 
fluence as well. For instance, reports 
from the northern portion of the Paci- 
fic coast regarding canned salmon, 
from Maine regarding canned corn, 
from Maryland regarding canned to- 
matoes, and so on as far as Brazil, 
where our correspondent sends us re- 
ports concerning coffee ; and as far as 
China and Japan, where another cor- 
respondent advises us concerning the 
tea crop, and the condition of the mar- 
ket.” 

‘““Upon general principles, and 
things being equal, how much more is 
an ad in a trade paper worth than ina 
general newspaper ?” 

‘*One hundred times as much, I 
should say,” responded Mr. Thurber, 
‘* for the reason that every reader, as- 
suming that he is a dealer, as is usually 
the case, influences one hundred con- 
sumers.” 

‘*But do the retailers, as a rule, 
push the goods out among their trade 
that they see advertised in the trade 
papers ?” 

** They do if they take enough stock 
in them, beyond doubt; and the best 
evidence that they buy them is the ads 
of the manufacturers and wholesalers 
that are continued year after year. 

‘““The American Grocer recently 
rounded out a quarter of a century of 
a prosperous existence, and a number 
of concerns have been constant adver- 
tisers during all of the twenty-five 
years.” 

Then Mr. Thurber gave me an in- 
teresting little dissertation on trade ad- 
vertising. 

‘For a manufacturer or importer, 
or wholesaler who does not distribute 
his own goods,” said he, ‘* three things 
are necessary. 

‘* First—interest the consumer. 

‘* Second—Interest the retail dealer. 

‘* Third—lInterest the jobber, and do 
it all about the same time, for to do 
either without the other leaves a link 
out of the chain. It is useless to at- 
tract the consumer unless convenient 
supply depots are provided. A job- 
ber can distribute to thousands of re- 
tailers at less proportionate expense 
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than the manufacturers can reach them 
directly. 

‘*In turn the thousands of retailers 
can reach millions of consumers. The 
consumer is the foundation and in ad- 
vertising all three classes should be 
addressed through the mediums which 
they read.” 4 

Then Mr. Thurber stated a number 
of axioms regarding advertising. 
They are not all original, but he be- 
lieves them, and as they are worth re- 
peating, here are a few: 

‘* Large type is not necessary in ad- 
vertising. Blind folks don’t read 
newspapers.” 

“The fair sex don’t hold all the cu- 
riosity in the world. First catch the 
eye, then appeal to the reason.” 

‘* Don’t expect an advertisement to 
bear fruit in one night.” 

‘*A large advertisement once and 
then discontinued creates the impres- 
sion that the man has fizzled.” 

‘* People who advertise only once in 
three months forget that most folks 
cannot remember longer than seven 
days.” 

** Trying to do business without ad- 
vertising is like winking at a pretty 


girl through a pair of green goggles. 
You may know what you are doing, 
but nobody else does.” 

Mr. Thurber laid great stress upon 
an ‘* advertiser selecting his audience,” 
and the importance of choosing proper 


mediums. Illustrating this, he stated 
two interesting facts. A friend of his 
who had a printing office advertised 
visiting cards for fifty cents a hundred 
as a side issue. He began with a five- 
line ad in a Boston weekly claiming 
532,000 circulation. The ad cost him 
$20 and the only answer he received 
was a postal card from a newspaper 
publisher in Cleveland soliciting the ad 
for his paper. This occurred last 
spring. 

‘The other example is equally strik- 
ing. It is the case of the Coldwell 
Lawn Mower Co., Newburg, which ad- 
vertised lawn mowers last May in the 
American Grocer, just for a “* flyer.” 
The ad brought so many replies, much 
to their surprise, that they continued 
it. Still, Mr. Thurber does not ad- 
vise the use of trade papers for general 
advertising, as a rule. 

Mr. Thurber related a little adver- 
tising experience which a large gents’ 
furnishings dealer in St. Louis had. 
He determined to make a drive on col- 
lars and ordered immense quantities, 
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expecting big discounts. All the man- 
ufacturers except one granted the de- 
sired concessions. Expecting to bring 
this firm around, he inserted flaming 
ads in St. Louis dailies advertising col- 
lars of any quality or pattern two for a 
quarter, ‘‘ except So & So’s.” A 
heavy trade followed, but to the deal- 
er’s surprise every other customer want- 
ed **So & So” collars and the dealer 
found he had inadvertently given ‘* So 
& So” the best possible ad. 

Following is a testimonial which the 
publishers of the American Grocer 
prize highly : 

New York Orrice, 86 Park Piace. ) 
Jas. H. SHerwoop, Gen. Agt. * 
New York, January 16, 1894. | 
E. N. Root, American Grocer: 

Dear Sir—The fact of our being a contin- 
uous advertiser in your paper for the past 
seven years, and that we have just renewed 
our advertising for another year (after discon- 
tinuing all others (should be sufficient evi- 
dence of the high value that we place upon 
your paper as an advertising medium for ar- 
ticles of merit. Yours most respectfully, 

ImeeRvious PackaGe Co., 
Per Jas. H. Sherwood. 

Here is another particularly good 
one. There are few concerns that 
have advertised in one trade paper con- 
tinuously for fifteen years. 

Genesee Fruit Company, 
oun C, Mort, Sec’y-Treasurer, 
Office, sor West St., cor. Jane St. 
eee = Letter.) 
ew York, Feb, 8, 1894. 
American Grocer: 

Dear Six—The fact that we have occupied 
and paid for the same space in the Amer#- 
can Grocer continuously for more than 
fifteen years is conclusive evidence of our 
opinion of its value as an advertising medium 
in a general way, and more specifically we 
take pleasure in saying that there is no jour- 
nal more frequently referred to than the 
American Grocer by trade sending us first 
orders, Yourstruly, 

GENESEE Fruit Company. 
Per John C, Mott, Treas, 

These testimonials should give the 
discouraged advertiser in the Hard 
Times Kicker renewed courage. 

Mr. Thurber is a firm believer in 
advertising during dull times. The 
American Grocer recently interviewed 
a number of the patrons of its adver- 
tising columns on this subject. The 
replies are summarized below: 

First : ‘‘ There is more need to ad- 
vertise when trade is dull and stocks 
move slowly than when trade is good.” 

Second: ‘* Advertisers get better 
value, because in dull times people 
have more time to read advertise- 
ments.” 

Third : ‘‘ There is less pressure on 
advertising columns and there is bet- 
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ter chance for an advertisement to be 
seen.” 

Fourth ; ‘‘ Better arrangements can 
be made with newspapers for posi- 
tion.” 

Fifth: ‘‘ That advertising is the 
seed-corn of business and that every- 
body should always preserve enough 
seed to raise a new crop.” 


—_——_4-- »—_—_—_ 

ADJUSTABLE SCHEDULE OF AD- 
VERTISING RATES ADOPTED 
BY THE ASSOCIATED OHIO 
DAILIES. 


By Jno. T. Mack. 


The Associated Ohio Dailies was 
started in 1888 by a half dozen pub- 
lishers who had witnessed the rise and 
fall of- successive newspaper organiza- 
tions. 

One of the first questions the associ- 
ation took up was that of foreign ad- 
vertising rates. After long and re- 
peated discussions, a committee of five 
was appointed to consider the matter. 
One of the first things the committee did 
was to obtain from the members state- 
ments of the rates each was receiving 
on foreign advertising contracts and 
also the circulation of the individual 
papers. Here was a basis on which 
to build—a just basis for rates be- 
cause based primarily upon circulation. 
The committee carefully went over the 
figures thus obtained, cast the average 
and submitted a basis for a system of ad- 
vertising rates for all papers, adjustable 
according to circulation, to be quoted 
and used as net rates for all outside ad- 
vertisers. 

At the semi-annual meeting of the 
Associated Ohio Dailies, held on board 
the steamer City of Alpena en route to 
Mackinac, June 29, 1889, the subject 
of a schedule of rates for all foreign 
advertising was considered. All news- 
paper publishers know from their own 
experience that there is no uniformity 
among publishers in the rates at which 
such business is handled ; that hardly 
two papers in any State, of like circula- 
tion and character, or covering like 
fields, have similar rates ; that because 
of lack of system and uniformity pub- 
lishers experience endless difficulty, 
annoyance and loss in their dealings 
with foreign advertisers. Many foreign 
advertisers have come to believe that 
newspapers have no bottom rates. Pub- 
lishers are often compelled to take 
foreign advertising at an unjust and 
ruinous rate, or not get it at all, solely 
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because their competitor, or a neighbor- 
ing publisher in the neat city, takes it 
at such rates. Out of this utter lack 
of a system based upon circujation has 
arisen a discrimination as between the 
local advertiser and the foreign, both 
unjust to advertisers and unprofitable 
to publishers. @ 

For these evils the Associated Ohio 
Dailies has been addressing itself to the 
question of providing a remedy. The 
matter has been discussed at nearly 
every meeting since the association 
was formed. 

A report and schedule of rates was 
unanimously agreed upon as equitable 
and fair. It was found not to be a 
higher average basis of rates than com- 
monly charged. They weresimply the 
minimum — the bottom—rates, Any 
higher scale any publisher might see fit 
to charge was left to his own choice. 

The leaven thus set was left to work 
for six months, when at the meeting in 
January, 1890, the subject was again 
taken up. ‘The scale adopted had been 
found by some members, especially 
the dailies having the larger circula- 
tions, to be a little high, while a few 
members reported it to be lower than 
the rates they received. The senti- 
ment was unanimous that an utter de- 
moralization of rates for foreign busi- 
ness had resulted from a lack of 
uniformity among papers, in calculat- 
ing space values. A motion was 
carried that the chair appoint a com- 
mittee to take the schedule report of 
the committee adopted at the summer 
meeting under revision. 

‘The committee reported as follows : 
ONE INCH OF SPACE THE BASIS OF CALCULA- 
TION, 

Upon a minimum circulation of 500, 1 inch, 
every day, one year, $8. For next 500 circu- 
lation, 1 year, $4. Each additional 500 circu- 
lation thereafter $2. 

For contracts of 6 months, 35 per cent dis- 
count from yearly rates, 

For contracts of 3 months, 60 per cent dis- 
count from yearly rates, 

DISCOUNT FOR SPACE FROM ONE INCH RATE, 
From 3 to 5 inches, inclusive, ro per cent. 
From 6 to g inches, inclusive, 15 per cent. 
From 1o to 13 inches, inclusive, 20 per cent, 
From 14 to 17 inches, inclusive, 25 per cent. 
From 18 to 2t inches, inclusive, 30 per cent. 
From 22 inches and upwards, 33% per cent. 
These rates are for consecutive insertions, 
Three times a week, two-thirds of full time 

rates, 

Twice a week, one-half of full time rates. 
Ounce a week, one-third of full time rates. 
RATES FOR WEEKLIES, 

Based also upon circulation, one-half of the 
daily rates; one-third of daily rates wheu 
taken in both daily and weekly. These rates 
are for advertisements to have run of paper, 
For preferred positions 25 per cent extra. 
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READING NOTICES 

To be set solid, 50 per cent additional to dis- 
play rates, to appear under classified heading 
and to e their run with similar notices, 
subject to special prices for changes, special 
positions, columns, etc., as each paper may 
determine. These rates are absolutely net to 
all customers known as foreign aclvertisers, 
except to approved advertising agents who 
shall be allowed a commission of 15 per cent 
on contracts for daiiies, and dailies and week- 
lies inclusive, and 25 per cent on coutracts for 
weeklies only. 

It was not claimed that this schedule 
is perfect, but it has proven to be ade- 
quate, and members of the Associated 
Ohio Dailies testify from their own ex- 
perience of the past three years that 
the most uniform and satisfactory card 
of rates for all foreign business they 
have ever used has been compiled for 
their individual journals from this 
schedule. Based upon actual circula- 
tion, taking into account also the char- 
acter of the daily and weekly, the basis 
is not thought to be too low, but fair 
alike to advertiser and publisher, and 
as high on an average as newspapers 
generally have been receiving through- 
out the central West. 

The Associated Ohio Dailies was 
justly complimented when at the Na- 
tional Editorial convention at Boston 


in June, 1890, the special committee 
appointed to submit to the convention 
a schedule of foreign advertising rates 
adopted without change the schedule 


of that association. It may be im- 
proved somewhat by revision, but the 
especial test of time has not yet sug- 
gested to those who have put it in 
actual practice wherein it is seriously 
defective. An exception in rates 
owing to certain special reasons may 
be made, indeed is sometimes justi- 
fied, but the special reason should 
never be the fact that the schedule rate 
cannot be secured. There is but one 
solution to this whole subject of foreign 
advertising rates, that is, an absolute 
one price—fair and adequate alike to 
advertiser and publisher, a price which 
the legitimate advertiser can afford to 
pay and which yet gives the publisher 
a reasonable profit on his space—every 
inch of which costs money, every inch 
of which hasa money value, and every 
inch of which can be made remunera- 
tive. The much abused yet complacent 
advertising agent is what the news- 
papers make him. He is on the other 
side of the counter when it comes to the 
price he shall pay. He gets his orders 
filled at the lowest prices possible,and in 
that respect does not differ from other 
mortals, ‘That he is entitled to a fair 
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commission on the business he secures 
and handles is true, for he stands be- 
tween the newspaper and the advertiser 
in responsibility, and as a solicitor 
creates business, 

The action of the Associated Ohio 
Dailies has taken into account only the 
foreign advertiser. The rates of local 
advertising are generally, so to speak, 
self-adjustable, and are, as a rule, ade- 
quate. Then, too, the association 
recognized as a correct principle that 
the general advertiser covering a wide 
field should be entitled to lower rates 
than what is termed the local adver- 
tiser, ‘Ihe foreign advertiser expends 
a large amount of money in a given 
field, while on the other hand, he can, 
from the nature of the case, reap re- 
turns from but a comparatively small 
number of readers. He is a specialist, 
while the local merchant has a much 
larger direct constituency. The news- 
papers are few indeed that do not make 
a distinction of rates between foreign 
and local business, and such distinction 
is regarded as reasonable. 

However, that is a matter for each 
publisher to determine for his individual 
paper, but one thing is true, everlast- 
ingly and unalterably true, in the solu- 
tion. of this perplexing question of 
foreign rates, and that is that the rates 
based primarily upon stable circulation, 
on a scale representing the fair average 
rates charged by papers of similar cir- 
culation and character in like fields, 
should be unalterably adhered to. I 
believe the top should be the bottom 
rate. Undoubtedly the goal first to 
reach is a uniform basis of rates for 
papers in similar fields. The one dis- 
turbing element to the solution of the 
whole question is lack of a uniform 
scale of rates,and co-operation of action, 
Because of this, foreign advertisers 
have been led to the belief that news- 
papers as a ciass have no fixed rates, 
and advertising agents long ago dis- 
covered that between what the adver- 
tiser would pay and the newspaper 
would accept there was a wild field rich 
in margins, which he would go in and 
possess. 

I repeat, when newspaper managers 
fix a fair, reasonable, adequate rate for 
all foreign business, based primarily on 
a stable circulation, and then adhere 
everlastingly to it, they will have solved 
this whole question to their peace of 
mind and their pocket’s profit. The 
basis of every individual newspaper's 
card of rates should be as nearly as 
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possible uniform with that of every 
newspaper of similar character and in 
similar fields. Mark, I say, the dasis 
of rates. Is not that true of every 
other commodity of business? Why 
not of advertising? It is the news- 
paper’s commodity. The bottom and 
top rates should be the same. Every 
exception should prove the rule, and 
should be rare. It matters not event- 
~ ually whether your competitor up 
street does or does not adhere toit. It 
would be better for you both if he did, 
but if he does not, in the long run he 
is the loser and you are the winner. 

There is not an advertiser nor an 
advertising agent who does not respect 
a publisher who is master of his rates, 
and he knows, sooner or later, that that 
publisher’s paper is the best paying 
medium for him. It is our part to 
make our individual journals the ad- 
vertiser’s necessity for the particular 
field we occupy. It is our duty to 
make our rates for all advertising 
reasonable, circulation and character 
considered. With these done, the ad- 
vertiser will use our columns because 
he knows they will bring him the best 
returns. 

The metropolitan papers have solved 
this whole question of rates. They 
are conducted absolutely in this regard 
on business principles. The smallest 
paper should be similarly conducted. 


+e) 
A CLEVER ADVERTISING SCHEME, 


Millions of people are round about 
and they are carrying millions of dol- 
lars in their clothes. ‘The whole end 
and aim of advertising is to induce 
them to deliver these dollars to you, 
and not to your competitor. If all the 
owners of the dollars were pretty much 
alike the matter would be simpler. 
But they are different ! Some are sim- 
ple-minded. It is easy to induce these 
to buy ; so easy that they have already 
bought before you can get at them if 
you don’t watch out. Some are thrifty. 
Their dollars are heated through with 
the sweat of their hands before they 
let go. You may lie awake nights 
studying how to get at such; but it 
can be done. Some are skeptical. If 
you offer good bargains to catch one 
class, these believe you to be a hum- 
bug. Some are intelligent but impul- 
sive. Catch their passing fancy and 
they will leave more dollars with you 
than they expected to themselves. 
Some ‘“‘never read advertisements,” 
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Educate them. Give them at first the 
sort of an advertisement that can be 
absorbed unconsciously ; coax them 
along ; they'll be reguiar readers by 
and by. 

There is no doubt about it: it is 
easy to sell goods if you advertise 
cleverly and don’t make any mistakes. 
But it certainly is hard to avoid mis- 
takes. Where are all the ‘Great Fire 
Sale!” advertisers? Gone, gone, 
gone. They made the mistake of sup- 
posing the simple-minded buyers to be 
a more numerous class than they really 
are. Still, there are bargain hunters 
left, and as they cannot be got out 
with fire and smoke, it seems to be the 
proper thing to fling Odd Cents and 
Former Prices at them—‘‘6,253 Alu- 
minium Coal Scuttles, Former Price, 
$2 50, now $1.11.” 

But this doesn’t catch the skeptical 
buyers. You must use small, open 
face type for them—speak to them in 
an ordinary tone of voice, as it were, 
and be friendly. Don’t ask them to 
call and examine your goods, but in- 
vite them to come around to the store 
at noon to smoke a cigarette. Be hon- 
est with them. If you discover an im- 
perfection in a lot of goods, tell of it 
in the newspapers: ‘We find that 
those watches we have been selling for 
silver are nickel. We tearfully entreat 
all who have bought them to come and 
have their money refunded.” If your 
announcement breathe a spirit of honor 
like that, how can the skeptical stay 
away? Before you know it you will 
have more skeptical customers than 
any other kind. 

Advertising has got to be such a fine 
art that it is often managed independ- 
ently of the business altogether. 
Have you read week after week the 
attractive and alluring advertisements 
of some concern until you came to 
have a distinct and favorable impres- 
sion of its manner of doing business ? 
And have you visited that concern only 
to find the goods very ordinary, the 
salesmen indifferent, and the whole 
atmosphere of the place so different 
from what you expected that you went 
away disappointed and with no desire 
ever to return? That is because the 
attractiveness is all in the man who 
writes the advertisements, and who is 
probably as little acquainted with the 
firm and with its business methods as 
you are yourself. 

The careers of many advertising 
firms are brilliant but short. They 
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gain an enviable reputation with news- 
paper readers. They attract buyers to 
their store; and they do a rushing 
business for a time, because there are 
a great many people. But if a buyer 
never comes back the field is sooner or 
later exhausted and then—there’s a 
store to let, and a gap in the business 
world, 

The pursuit of the dollars of the 
people by means of advertising is 
legitimate and proper if the advertis- 
ing is founded on truth. 

All other advertising is bunco-steer- 
ing.—Browning, King & Company's 
Illustrated Monthly. 


ADVERTISING IN ENGLAND. 


The first thing which ‘‘struck” me on 
putting my American foot on Englishsoil 
was the advertising. It did not dawn 
upon me gradually, but came with full 
force. Advertising was here and 
there and everywhere. The "busses 
and ‘‘trams” were literally covered 
with every advertisement, it seemed to 
me, in the world. I felt my eyes get- 
ting as round as saucers, and was 
forced to conclude that whatever else 
the English might be slow in, they 
were not slow in advertising. Peering 
at one from window shutters and doors 
of private residences, were ads of fa- 
mous proprietary medicines, On door 
stones and curb stones, whichever way 
you look, an ad of something con- 
fronts you. On the train from Liver- 

1 to London we noticed that the 
beautiful landscape is dotted with ad- 
vertising. Beecham’s Pills nodded to 
you on this side from a little board, 
and bowed to you on the other side 
from a big board. Pears’ Soap loom- 
ed up everywhere, and Vinola Soap 
followed with Mazawattee Tea. 
Hudson's Soap had a fair field, too, 
and the way the drugs and ‘‘ The 
Pickwick, The Owl and the Waverly 
Pen, etc.,”” danced about was a cau- 
tion. At the stations, which were not 
far apart, there was a continuous glare 
of advertising, and the Detroit Free 
Press ads gave me a very home-like 
feeling. Everything that can be used 
for advertising purposes in England 
is utilized. The backs of the ’bus or 
“tram” tickets, the latter of which 
are about an inch wide and two inches 
and a half long give a good space on 
blue, green, red, yellow, purple and 
white background for advertising. 
Quoting some on tickets that now lie 
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before me, a West Kensington ‘bus 
line, white ticket,‘ Justice to Ireland 
with Beecham's Pills.” A Hammer- 
smith 'bus ticket, pink in color, has on 
its back, ‘‘ A Ride to Khiva.” ‘* Cap- 
tain Burnaby in the narrative of his 
famous ‘ Ride to Khiva’ states that 
he took with him some quinine and 
COCKLES PILLS, the latter a 
most valuable medicine and some 
which I have used on the Natives of 
Central Asia with the greatest possi- 
ble success.” A green ticket of the 
Atlas ‘bus line has on its back, ‘* The 
future Mrs. ’Awkins takes Beecham’s 
Pills.” So on the back of every ticket 
one finds an ad of some kind. The 
English have a way of making the best 
of their advertising, and in many in- 
stances it smacks of egotism. For in- 
stance a small and rather inferior look- 
ing residence will be heralded as 
‘‘This Noble Mansion To Let.” A 
store room I saw, which was hardly 
high enough for one to stand upright 
in, had in large showy letters on its 
front, ‘‘ These Commanding Premises 
To Let.” I looked all about to see 
what the premises commanded, and 
sure enough across the narrow road- 
way was a large barren tract of ground, 
but a high board fence about ten feet 
completely obstructed the view, unless 
one got on top of the roof of the 
building. Sitting on the stone coping 
which surrounds Hyde Park and lean- 
ing in various attitudes, I saw, one aft- 
ernoon, about thirty men in uniform, 
every one of which had the name of a 
certain steamship line on his cap. A 
little farther along I saw another 
lot of men, ‘n different uniforms, bear- 
ing another steamship company’s name 
on their hats. You see so many of 
one sort of ads that the thought 
presents itself at orce, it is the repeti- 
tion that attracts. I think I must 
have seen at least seventy-five or a 
hundred men all dressed in white, 
bearing banners with the title of the 
play, ‘‘Shall We Forgive Her?” 
Now if I had seen but one man I 
certainly should have passed the show 
by. But before they were all out of 
sight, I began to think there must be 
something worth seeing in the show 
and I went. Another novelty in ad- 
vertising in and about London are the 
cries of the street hawkers. I was 
awakened one morning by a good bari- 
tone voice singing out, ‘‘Catch ‘em 
alive, catch ‘em alive. It kills your 
black beetles, and spiders and flies, 
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the tormented things, catch ’em alive, 
catch ‘em alive,” and on inquiry 
learned the man was advertising a 
certain fly paper. Every place one 
visits has guide bcoks, and these 
books, like the English papers and 
magazines, are teeming with advertise- 
ments. I once bought a bouquet of 
beautiful flowers as 1 was crossing the 
Kew Bridge, near London, for which 
I paid the small sum of ‘‘ tuppence,” 
four cents of American money, and on 
examining the flowers closely, I saw 
one that appeared to be made of tissue 
paper, which proved to be the case, 
and on opening its petals I saw, as 
usual, an ad, ‘‘ Whitely, the Universal 
Provider.” The very next place I 
went to in London was this extensive 
business place, said to be the largest 
in the world, where everything may be 
found; as one man said, ‘‘ We born 
and bury you.” EMERITUS, 





STUFFING. 


To stuff is to fill up a cavity. Stuff 
is the material of which a thing is 
made. Worthless matter is sometimes 
called stuff. To fill very full is the old 
English meaning of stuffi—‘‘to cause 
to swell out by putting something in.” 
Stuffing is that which is used for filling 
anything. In colloquial English, 
stuffing is most frequently spoken of 
as a substance that is capable of being 
knocked out. To knock the stuffing 
out of something is a transaction 
usually spoken of with satisfaction. 
The person or thing said to have 
knocked the stuffing out of some other 
person or thing is thought well of, and 
whoever asserts of him or it, that he or 
it has knocked, etc., intends that his 
remarks or assertions shall convey 
praise and not blame. PRINTERS’ INK 
is led to these musings by having re- 
cently overheard a statement coming 
from the lips of an authority on such 
matters, to the effect that the Campbell 
Printing Press Company of New York 
have just now in hand, in a state near- 
ing completion, a printing press that 
‘will knock the stuffing out of R. 
Hoe & Co.” If this istrue it is surely 
interesting. 


<> 





Laura JEAN Lipsy understands the art of 
advertising. When in Baltimore once she 
was driven all over the city in a barouchne 
with four milk-white steeds. She registered 
in a St. Louis hotel, ‘‘ Laura Jean Libby, 
author of ‘ Miss Middleton's Lover,’ * Paried 
by Fate,’ etc.”—A merican Newsman. 


PRINTERS’ INK. 


A SOVEREIGN REMEDY. 
When trade is rather slow 
And the money doesn’t flow, 
And everything seems going to the bad, 
You'll be wise indeed, dear boy, 
lf some ad-smith you employ 
To write you a catchy little ad. 


If the chap is not a jay 
His work will be O. K., 
And the result can’t fail to make you glad, 
If you hurry upand run 
To some first-class medium 
And insert that catchy little ad. 


WHEN some years ago a barber announced 
himself as a “tonsorial artist,” the world 
looked on in awe. It was this barber’s am- 
bition to have his calling class not as a me- 
chanic, but as a profession, He has had many 
followers since then, and now the sign “ ton- 
sorial artist’ attracts little or no attention,— 
Philadelphia Record. 











The great struggle among Boston newspa- 
pers is for second place, and the G/ode man 
calmly leaves them to fight it out among 
themselves, 
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Points to Advertisers No. 25) 
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AMMUNITION FOR RETAILERS. 


The American Press Association of 
New York, with offices in Philadel- 
phia, Boston, Buffalo, Pittsburgh, 
Chicago, Cincinnati, Columbus, Indi- 
anapolis, Omaha, San Francisco, St. 
Paul, Atlanta and Dallas, supplies met- 
al plates to newspapers as a means for 
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economizing type-setting. It also is- 
sues an occasional sheet called ** Points 
to Advertisers,” wherein are exhibited 
pictures suitable for the illumination of 
advertisements. Patrons are afforded 
the use of the two dozen cuts shown, 
at an average price of 25 cents each, 7. 
e., $3 for the whole. 

In order to show just how the cuts 
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are intended to be used, No. 25 of 
“Points to Advertisers” contains 
twenty-three sample advertisements 
composed by Bert M. Moses, the ad 
smith of Brooklyn, and modeled after 
the ready-made advertisements of the 
retail advertisers’ department of PRINT- 
ERS’ INK. 

Advertisers find these pictures effect- 
ive. Most newspaper men are well 
acquainted with the service rendered 
by the American Press Association. 
‘To many general advertisers, however, 
a sight of one of these sheets of 
‘* points” is a revelation. The original 
of No, 25, which is reproduced here, 
is the size of a page of an ordinary six- 
column newspaper, The influence of 
this enterprise upon the advertising 
columns of local papers has been sur 


prising. 


- 





NO WIRE FENCES IN HEAVEN. 


A Chicago wire-fence manufacturer, 
considering the idea of getting an ad- 
vertisement into the War Cry, writes: 
Editor War Cry: 

Dear Sir—We are considering the question 
of the most des'rable medium in which to 
place advertising for the coming year. Here- 
tofore we have confined ourselves to religious 
papers, very largely to denominational papers, 
be ieving that the great bulk of religious read- 
ing people had some definite creed and would 
subscribe for their church organ ; also believ- 
ing that the great bulk of those who sub- 
scribed for undenominational religious papers, 
were people who lacked a definite creed. It is 
a matter of business with us, as we want to 
reach the class of people who build homesand 
buy fences. If you have any points in favor 
of the class to which you belong we will be 
glad to hear from you, 

Yours truly, 


To this communication the [War 
Cry responds editorially : 


While the War Cry doesn’t accept adver- 
tisements, yet, intending no disrespect to the 
writer, we gladly affirm that there are many 
“* points ’’ in favor of the “ class” to which we 
belong. First, that nothing short of a fulland 
complete deliverance from sin by the Blood of 
Jesus Christ is sufficient for mankind. Second, 
that the homes we build, that is, the best ones 
anyway, are in Heaven, and we can’t take a 
wire fence along any more than can some of 
the people hang ont» the idols of their hearts, 
God help us to advertise salvation full and 
free! 

WHERE HE MADE A MISTAKE, 

He seems to think, since at the fair 
He took the highest prize, 

There is no further call for him 
His goods to advertise. 

But this is where to make mistakes 
The fellow has begun, 

For since he doesn’t advertise, 
Why no one knows he won. 

—Detvroit Tiibune, 
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HOW NOT TO ADVERTISE. 


I wonder if the men who write advertise- 
ments ever think how the advertisement looks 
to the man on the other side, When a trav- 
eler is riding quietly ina Pullman car along 
some beautiful or pictu ue line, and con- 
stantly sees staring at him wo, the opposite 
side of a winding stream or a mountain valley 
* Sackbut & Psalterey’s Corn Plaster and 
Apple Sauce,”’ he is not likely to have a great 
respect for the common sense of the monu- 
mental idiots who have disfigured nature in 
such an outrageous manner, hen see 
such a sign as that I quietly make up m 
mind that if my corns are never cured and 
never have any more apple sauce, unless I 
buy of Sackbut & Psalterey, I shall go with- 
out apple sauce. When men produce offen- 
sive and disgusting advertisements, they pro- 
duce a bad impression on the public, no mat- 
ter how good the article may be. 

Advertisers generally say, “‘1f I can only 
make a noise and attract attention, I can suc- 
ceed in business.’? Now, it does not strike 
the purchaser that way. He don’t care a 
“continental” how much noise a man 
makes, He is not in the market to buy noise; 
in fact, most people would prefer to buy a 
little peace and quietness if it were for sale 
anywhere at a reasonable price. It teaches a 
lesson, and one that the advertiser and the 
non-advertiser are not likely to learn—that 
the purchasers are not buyiny advertisements. 
They are buying goods. It is the goods that 
they want, and not Sackbut & Psalterey's 
effrontery and bad taste.—Busiuess. 

ad 

A CLEVER advertisement acts in the same 
manner as a boomerang. If it is skillfully 
handled, it comes back to the advertiser ; if 
not it remains where it falls and is, most fre- 
quently, lost forever. The art of skillfully 
handling an ‘tad’? is iar more intricate than 
the casting of a boomerang, and requires a 
deeper knowledge of force as well as a thor- 
ough ability to reckon the value of space.— 
Clothier and Furnisher. 


A SIGN OF INTELLIGENGE. 


Friend—Are you superstitious? Do 
you believe in signs? 

Successful Merchant—No ; newspa- 
per advertisements are better—and 
cheaper, 
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HUMORS OF BILL-POSTING. 


All trades have their droll aspects, but that 
of the bill-poster is one long vista of fun. He 
may become -an artist-comedian of the first 
order, It does not require much brain weight, 
either, An old fence is his only arena and his 
posters are his stock in trade. ; 

His fun is but momentary, but it is potent 
while it lasts. He accomplishes it by means 
of the combinations he is forced to make when 
he pastes new bills over the old ones. Some 
of the combinationsare very funny. Thushe 
is forced to become a mirtl-producer whether 
he will or no, but there are some among the men 
who get their livelihood in this manner who 
intentionally place the new bills where they 
will produce the oddest if but momentary 
effects. 

A reporter watched one of these knights of 
the paste-pot while he proceeded to coverup a 
rather flaming picture of his Satanic majesty 
with a bill which portrayed a naval officer in 
full uniform, The first section put on was the 
officer’s head. Asit fitted exactly on to Me- 
phisto’s shoulders the effect was comical, 
The next section brought the naval man down 
to the bottom of his coat. From a short dis- 
tance it appeared precisely as though he was 
minus his nether garments and stood bare- 
legged in the rising flames which enveloped 
him up to hisknees, Thebi!l-posterchuckled 
as he surveyed his work at this point, and 
asked the réporter what he thought of it while 
he covered the officer’s nakedness with a pair 
of trousers and shoes. 

The bill-poster was quite talkative in his 
way, and spoke of the droll side of his busi- 
ness, ‘Did it never occurto you,” he said, 
as he picked and sorted some flaming colored 


ene to pasting them on the fence; 


“* did it never occur to you what an odd and 
amusing business thisis? You saw me put a 
uniform on the devil, Funny, wasn't it? 
Well, it wasn’t a patch to the effects produced 
sometimes, These bills have to be changed 
nearly every week, and the posters get fixed 
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up in the queerest way. I’ve put angels’ 
heads on devils and devils’ heads on angels, 
I’ve put a man with a dress coat on where a 
ballet girl was, so that it looked as though the 
skirts branched out below where the coat was. 
1 left it there for a moment while I pasted 
other bills and quite a crowd gathered around. 
A policeman came along and I had to cover it 


up. 

Mi Once I hada Salvation Army poster to put 
up, and when I pasted the top portion of it 
over a bill advertising the md of * Julius 
Cesar’ the large blue bonnet of the Salva- 
tion Army girl fitted Casar perfectly. 1t was 
too bad I had to spoil it. 

** You see that ballet girl on the fence over 
there? I have got to paste this big cat over 
it. Now watch me do it.” 

He took a section of a bill with the head of 
a grinning feline on it and placed it so that it 
fitted to the girl’s shoulders. A halo sur- 
rounded the cat’s head and the whole affair 
had a puss-in-boots air about it that reminded 
one of early fairy tales. Nearby on the fence 
was a heroic-size negro minstrel, whose im- 
mense teeth showed through lips which 
stretched from ear to ear. 

** Now see how I will fix that fellow,” said 
the man of the brush, as he gut ready a bill on 
which a large tiger was represented balanced 
on a big blue ball. The tiger’s position was on 
the upper part of the poster. The first sec- 
tion fixed the animal’s head on the fence and 
with the next the body and feet were pasted 
up. Then appeared a curious effect. here 
the blue ball was to be pasted the negro’sface 
still grinned, but the tiger was now standing 
on top of the man’s head. 

‘*That,” said the bill-poster, grimly, ‘‘is 
what I calla real artistic effect. It isn’t often 
an artist can create a Samson in almos tone 
stroke of his brush.” 

Following his pasting of the tiger, the man 
proceeded to put up a bear, n the spot 
where it was to go an overfat baby held up a 

ackage of a compound much advertised of 

te. The bear was built up from his feet 








SOME STARTLING EFFECTS WITH THE BILL-POSTEK S BRUSH AND PASTE. 
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which rested on a horizontal bar. The bear’s 
neck and the baby’s neck touched the same 
point, and before the bear's head was pasted 
up there appeared a combination of human 
and brute anatomy which could hardly be 
ualed by a monstrosity in a dime museum. 
ill-posting has undergone a great change 
in recent years. It is not the haphazard busi- 
ness it once was, ‘That is, it is not allowable 
for men to go around pasting bills wherever 
they could find a fence. Most of the big 
fences are pre-empted now by firms, who pay 
rent for the privilege. 

The old sign of ** post no bills”? is more 
potent thanit was, Itsinfringement now may 
mean a lawsuit. It used to be very much dis- 
regarded. ‘There is record of a very literal 
man who was arrested for infringing a sign 
which read, “ post no bills under penalty.”’ 
When the judge asked him if he had any ex- 
cuse to offer he said he had not ** posted under 
penalty. He had posted further along the 
fence.”"—New York World. 


MIXED THE HEADINGS. 

Among the curiosities of typography a 
prominent place must be given to the recent 
achievement of a Chicago paper in the mix- 
ing up of head-lines in a most startling man- 
ner. First there is an article with this cap- 
tion: 





THE CONDOR OF THE ANDES. 


ALBERT SEATON BERRY OF KENTUCKY BEARS 
THAT DISTINCTION, 





In another column on the same page of the 
paper in question is this announcement : 





TALLEST MAN IN CONGRESS. 


SOARS FAR ABOVE THE EAGLE AND REACHES 
A HEIGHT OF SIX MILES. 











—Minneapolis Times. 


ee 
CIRCULARS ARE STILL PROFITABLE. 


The circular still holds its own as a profit- 
able advertising medium, although in this, as 
in hundreds of other mediums, there are bar- 
rels of money wasted. 

ew people who send out circulars realize 
that there are certain features which their 
efforts must possess in order to appeal in the 
least to their recipients, If you pick up 
specimens of this class of literature that 
abound everywhere, you will be impresse: 
with the general unattractive character. 
‘There is so much of this stuff afloat that you 
must needs have something good if you ex- 
pect to derive any benefit from it. 

The circular system of advertising is one of 
the best in vogue, if properly carried on, 
circular should be prepared with features that 
will at once catch the eye of the busy busi- 
ness man, who, when he opens his mail, the 
moment an unsealed envelope comes to hand, 
loses his interest, and if his eye is not imme- 
diately caught by some alluring picture or 
phrase, boldly printed, the little missive will 
be dropped in the waste basket, where, doult- 
less, many others of its kind repose. So, in 
framing a circular, it is of the utmost impor- 
tance that some bright saying or startling 
statement should lead off, and then, as people 
seldom peruse this kind of reading matter as a 
pastime, the story should be told quickly and 
as effectively as it may in a few words. 
Rouse interest in your goods, and let details 
be explained later.—Business. 
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HAVE ALL BEEN HERE 
BEFORE. 


A wise saying: ‘“‘ They sell most who ad- 
vertise most.” . 


THESE 


+ 

A true advertisement is the echo of your 
conduct in the store, 

+,* 

Advertising, to a well-stocked store, like 
rain to a thirsty plant, enlivens and leaves 
“*silver drops” all around. 

*,* 

As a stiff breeze sweepeth the clouds from 
the sky, so brisk advertising sweepeth cob- 
webs from the hustling merchant's store. 

** 
* 

__A long-winded ad containing little reason, 
like a bin of chaff with a few scattered grains, 
is not worth the troub’e of looking over. 

*,* 
. 

The brightest and most original advertisers 
of the day are not necessarily so because they 
advance new methods, but simply because 
they know how to say their say as if it had 
never been said before. 

+, * 

When you wish bread from your wheat, 
you are willing to wait ti!l it's ground. Re- 
sults only come from your advertising after 
your arguments and offers are thoroughly 
ground into the public mind. — Luméer 
World. 

When publicity was first given in 
PRINTERS INK to the paragraphs 
printed above, each item was ‘paid for 
at the rate of fifty cents an item. This 
time, however, we sheil out nothing. 
Our scissors editor, seeing them 
printed as original matter in the Zum- 
ber World, clipped them and credited 
them to that high-principled journal. 


eo —£ 
CHANGED HIS OCCUPATION. 


‘“* What became of that young fel- 
low who used to be making tem- 
perance speeches all the time ?”’ 

‘“* He is writing advertisements for 
Guffy’s Malt Whisky.” 
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THE ART OF PUFFING. 


It requires skill to puff Goat, If prop- 
erly done it is wise journalism, Telling the 
plain truth about people is always in order. 
Praising what is praiseworthy in a direct and 
discreet way is not only legitimate but right. 
It is slopping over, or lying, which nauseates. 
A newspaper should be swift to award praise 
where it is deserved and should do so for friend 
and foe alike. Nothing is more contemptible 
than a selfish, envious newspaper, that never 
says anything good, but is always saying some- 
thing mean, t it be known that whenever 
you praise any one he deserves it, and then 
your puffs will be prized.—Missouri Editor. 


> 


THE EDITORIAL WE. 





The National Editorial Association is com- 
posed in the main of publishers of country 
newspapers, and the influence of woman is one 
of the potential forces of the country press. 
The wife or daughter of the country editor is 
very frequently his most valued assistant, not 
only in the making of his home, but in the 
making of his newspaper. And this is one 
secret of the power of the country press which 
is not fully understoed by the editor of the 
big city paper. The editorial “‘ we” generally 
expresses the opinions of the family of the 
country editor, and the country newspaper 
rarely contains an editorial sentiment or an 
important piece of news which is not accept- 
able to the editor’s household, The result is 
that the country press is, first, true to the 
family, and all else that makes for good gov- 
ernment follows.—Pafer and Press. 


THE SCHOOL PROSPECTUS. 


The Spectator has learned that the writers 
of school prospectuses always laid themselves 
out to do very fine writing indeed. And he 
has learned that this serious and laborious 
effort usually resulted in high-flown platitudes 
of which the average sophomore would be 
ashamed. Here is what is declared to be the 
aim of one school, called by the principal ‘‘a 
college-preparatory school for girls”’: 

** Believing that character-building is edu- 
cation in its highest sense, and is the three- 
fold development of mental, moral and phys- 
ical powers, we shall make it the aim of the 
instruction and management of the school 
to arouse and develop these powers in our 
pupils.”’ 

Not only are the platitudes in these school 
advertisements turgidly expressed, but in 
very many instances the English is inexcus- 
ably bad. he personal pronouns. baffle 
nearly all of the writers, and they skip from 
the singular “ther”? to the plural *‘ them” 
with entire freedom, But the teachers 
should not be blamed too severely, when a 
very distinguished clergyman in New York 
gives to one of them this recommendation: 
‘Her methods of instruction are calculated 
to bring out the best powers of the pupil, and 
inspire them with a love for knowledge for 
its own sake,’"— The Outlook. 


TO BE AN ANGEL. 
From an Oregon Paper. 





Angels don’t have piles, but piles of people 
welll like to be angels but can’t because 
they’ve got piles, so use Haller’s Australian 
Salve and cure the piles and bean angel. For 
sale by G. W. Foogman. 
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ames Gorpon Bennetr has long main- 
tained that the personal column is the //er- 
ald’s most popular feature.— 7own Topics, 


Tue brightest little journal in the country, 
Printers’ INK, tells its readers that it has “no 
back numbers,”’ Pattern after this on your 
stock.—Shoe Trade Journal. 

+o 

Mr, OrisF.Prespery’s official connection 
with Public Opinion of Washington has 
ceased and he now has charge of the adver- 
tising department of the New York Zvange/- 
ist. 


It is said that neither the /ndependent, the 
Observer or the Evangelist—three leading 
religious newspapers of New York—could be 
— for $500,000, or all for a millionand 
a half. 





Tue basis of every individual newspaper's 
card of rates should be as nearly as possible 
uniform with that of every newspaper of 
similar character and in similar fields. The 
bottom and top rates should be the same, 
Every exception should prove the rule, and 
be rare.—/John T. Mack, 


Who is to blame for the evils that have 
grown up around the advertising agent? 
Clearly the newspapers. They have not ad- 
hered to a just rate fortheir advertising space. 
The agent of one of the largest foréign ad- 
vertisers in the country recently said to me: 
** Of every hundred newspapers i do business 
with, with about twenty I have to do it on 
their terms, with the eighty I do it on my 
own.” —Fohkn T. Mack. 





A RETIRED veteran journalist writing of press 
associations expressed the opinion that they 
were not of much practical value. He wrote 
in reminiscence of a dead past. Were he 
still in the harness, had he had a part in the 
marvelous transformation which journalism 
has undergone of late years, both as a self- 
respecting and independ busi da 
profession, he would 





an 
not have made that 
statement.—/John 7. Mack. 
a ee 
Tue designs on the Government money are 
engraved on asurface of soft steel in sections, 


which are called dies. When the engravingis 
completed these dies are hardened and tem- 
pered by means of heat and chemicals. A 
soft roll of steel is then passed over the hard- 
ened die by pressure, and the design is trans- 
ferred in relief to the roll, The roll is then 
tempered and hardened, and from these rolls 
transfers to soft plates for the printing are 
made, These soft plates are then hardened 
and given to the printer.—/’afer and Press. 
a ey 

UP to forty years ago all printing was done 
on wet paper, and no printer thought it possi- 
ble to print on dry paper. ut that time 
—1848 to 1850—George P. Gordon, of New 
York, invented a little machine for doing job 

rinting—treadle- presses they were called. 

hey were made chiefly to print cards, and it 
was found that when you used smooth, pol- 
ished paper you could print dry. This be- 
ginnjng of dry printing got another step when 
some job printers made use of cylinder-presses 
for pamphlets. Ifa pamphlet was needed in 
a hurry, to print by the dry process saved 
much time, and, moreover, it soon became 
apparent that dry printing on smooth paper 
was best.— Theodore L. DeVinne. 





PRINTERS’ INK. 


FREQUENTLY. 
Little tricks in talking, 
And lots of gall, I guess, 
Make the advertising 
Solicitor's success ! 


DUST. 

Dust on the “bargains” and dust on the 

floors, 
Dust on the windows and dust on the doors, 
Dust on the counters and dust on the shelves, 
Dust on the coats of the salesmen themselves, 
Dust on the cash boys, dust on the stools, 
Dust in supremacy everywhere rules, 
Except in one place—it will cause no sur- 


prise— 
No “dust” in the till, for they don’t advertise ! 
a 


THE FARMER ON TOP. 
There’s the man who writes the verses ; 
He who gets so many curses 
From the editor in his despotic way ; 
He has no chance of winning, 
For the granger stands a-grinning, 
His hens get more than poets for their lay. 


It is not alone the poet, 
’Tis a cold, cold day, we know it, 
For every class of literary men ; 
With hogs eight cents a pound, 
All the dollars large and round 
Go to the farmer for the product of his pen. 
sahinccemnees teadipedapinniiaee 


A PROFITLESS PROPHET. 
A “business builder,” brave and bold, 
Who makes—for others—wealth untold, 
Who writes up ads in such a way 
As brings in “fortunes” every day ; 
One of those sharp and shrewd ‘‘experts"’ 
Whose pompous ad the wise diverts, 
Was lately asked how much he made 
Per year for booming others’ trade ? 
The sum was so exceeding smal! 
We wondered at the ad-smith’s gall, 
If he built business up so quick 
And brought in profits fast and thick, 
’T was wonderful the careless elf 
Could not make money for himself! 


HOW IT WORKS. 

Scene —An editorial sanctum, editor writ- 
ing at his desk. Enter manager of the ad- 
vertising department rubbing his hands ex- 
pressive of intense satisfaction. 

Editor—Well, Mr. Space, what is it? 

Mr. Space—I have just closed one cf the 
largest and best advertising contracts I have 
made since the paper started. 

Editor—Indeed, 

Mr. Space—Yes, and it will run for a year. 

Editor—Who is the porty ? 

Mr. Space—It is a big Kentucky firm, you 
see, and they are booming their “‘pure cop- 
per distilled, instant death whisky.’’ They 
are the biggest advertisers in the country to- 





o. ; 
éditor jumps to his feet, hurries to the 
pipe connecting with the composing room 
and shouts, “Foreman.” 
“*Hello!”’ 
Editer—Have you got my editorial, ‘Death 
to the Whisky Traffic,” in type? 
Foreman—Yes, and I am just putting it 
into the form. ; f 
Editor (vehemently)—Kill it.— Zexras Sift- 
ings. 


THE ADVERTISING ART IN OREGON. 


Ponce de Leon made a mouse-colored ass 
of himself by chasing around in Florida look- 
ing for a fountain of youth. To-day, men of 
sense obtain the boon that Ponce was hank- 
ering for by going to High & Storey’s and 
being infused with new life by indulging in a 
refreshing shave, hair cut and shampoo,— 
Ashland Record. 





THREE ROADS TO FAME, 


There are three ways in which a writer be- 
comes famous, one is in having something to 
say, another is in saying things well and an- 
other is due to position. Some publications 
make a specialty of publishing articles by men 
of position who may or may not be good 
writers. An adviser once told me that in or- 
der to become known I ought to publish some- 
thing. Later I sawa publisher who told me 
before he could accept any of my MSS. I 
would have to be known.—Denver Times- 

un. 


eS 
EVENING VERSUS MORNING PAPERS. 
There is one point of daily newspaper evo- 
lution which the morning press never dares 
to discuss, It is the fact that the great mass 
of readers have no time to read a morning 
issue, The evening paper has the best field 
by all odds; for what doth it profit a man to 
publish a paper in the morning if the people 
perversely won't stop their avocations in the 
forenoon to peruse it? They insist on doing 
their reading in the evening; hence, they 
naturally prefer to take the evening paper, 
containing to-day’s news rather than the 
morning one with yesterday’s news.—-7vledo 
Blade. 


oad 
TO CIRCUMVENT THE POSITION ADS. 


When the publisher has sold all of his top 
of column space to the baking powder people, 
all the positions following reading matter to 
the washing powder people, when he has 
made a checker board of his paper b 
surrounding every patent medicine ad wit 
editorials on four sides, it sometimes happens 
that he has no good place to offer for your 
important announcement. There is one way 
left for circumventing the position ads! 
Take a whole page! ‘Times are dull, cash is 
short. A contract for one insertion of a page 
is quickly performed. No position is de- 
manded, Every reader of the paper sees the 
ad, The result is immediate. The publish- 
er suffers no reduction by reason of wrong 
position, and his pay is due the minute the 
paper has appeared.—From a circular of 
The Geo. P. Rowell Advertising Co. 

“ PRINTERS 


MORAL: ADVERTISE IN 


INK. 
The only iy creamery paper ) 
published, | 
“ Tue CREAMERY JOURNAL.” f 
By Fred. L. Kimball. 
WarERLoo, Iowa, Sept. 20, 1894. J 
Editor of Printens’ Ink: 

Last year I paid $140 for 10.000 mailing 
tubes for one of my customers. This year | 
inserted a “twant’’ in “he Little School- 
master’’ and received twenty-two replies, and 
bought 10,000 tubes for $40. The want made 
a clean hundred for my customer. Send bill! 
I guess I'll pay it, Yours truly, 

Frep, L. KimBav. 





PRINTERS’ INK. 


PARTICULARLY ENJOYABLF, 
Cur1caco, IIl., Sept. 22, 1894. 
Editor of Printexs’ Ink: 

We were much interested in the display of 
Brown's Iron Bitters advertisement series. 
* * * The last number of Printexs’ Ink 
was a particularly enjoyable one. 

Very truly, Lyon & HEAty, 


a 
DISCOURAGING AN INFANT INDUSTRY. 
Santa BaxsBara, Cal., Sept. 13, 1894. 
Editor of Printers’ Ink: 
The following recently appeared in the 
Morning Press of this city: 
Tee late for Classification. 


OOO 

A MARRIED man with no kids can find a 

good, permanent job as man of all work, 

on a small ranch, with good pay mg = times, 
—_— 








and a comfo Log alk ing 
Ranch Superintendent, Press 





H. C. Boorn. 


— -— +e KS 
A NEBRASKA HUMORIST. 
Lincotn, Neb., Sept. 20, 1894. 
Editor of Printers’ Ink : 
I notice the following ad running in the 
country papers : 





* Wheatel,’’"—the New Breakfast Food 
downs 'em all, 





Isn’ t this a See recommendation 
for ** Wheatel?”” Who wants to tackle a 
breakfast food, that has a reputation for 

‘** downing’? everybody? Wouldn’t this be 
better: 


Everybody downs ‘ Wheatel” — the | 





new breakfast food. 





H. W. Hesparp. 


THE FACTS RUN TO EARTH. 
Austin, Texas, Sept. 15th, 1894. 
Editor of Printers’ Ink: 

The information you furnished me and cir- 
culated brvadcast is misleading; and 1 now 
write to give you particulars which you tried 
to furnish me, regarding the chalk plate. 

I got impatient to hear from you and made 
other inquiries. I was referred to the Hoke 
Engraving Plate Co., of St. Louis, and after 
receiving their circulars and prices I ordered 
an outfit and have since had several illustra- 
tions in our paper. I learned from the circu- 
lars and what little Ihave used the plates 
that the Chalk Plate process is not only the 
most practical, but the quickest way for mak- 
ing cuts for a paper, especially a daily pa- 
per, where one can’t take several hours to 
make a cut, ‘They are simple and can be 
handled by an engraver of little experience. 
A cutcan be made from a chalk plate in one- 
tenth the time it would take to make it from 
any of the other processes, and what is more, 
any number of cuts can be made from the 
same engraving. The only objection I can 
find is the expensiveness of the plates, which 
are so thoroughly covered by patent that the 
consumer is compelled to buy from the Hoke 
Eng. Co., and as the price runs from $4 to 
$30 per doz. it makes it very expensive to il- 
lustrate a paper. Fraternally, 

Gro, W. MacDonneLt, 
Adv, Manager Daily Statesman, 


IT 1S INTENTIONAL. 
“ EvizasetH Daity JOURNAL.” 
Chas. C, McBride, Editor, 
Ang. S. Crane, Business. Manager. 
LIZABETH, N. J., Sept. 21, 1894. 
Editor of Printvers’ Ink: 

The following advertisement is cut from 
your issue of Sept. 19: 

NICHOLAS celebrates his twenty-first ve 
day so successfully the first edition of 
the November number is all sold. 

Is. its long-continued publication due to 
or oversight on the 
part of either advertiser or publisher, or is it 
a deliberate attempt to attract attention by 
its untimeliness ? 

Country papers are so often criticised for 
this same apparent neglect by papers of your 
class that there must be some especial reason 
for its perpetraticn in your a. 

Yours truly, Aue. S, Crane. 

Mr. Hazen, advertising manager of 
the Century Company, realizes that 
his announcement is somewhat out of 
date, but as it continues to bring re- 
sponses, he sees no necessity for 
changing it. Your seeing it indicates 
that advertisers are liable to see it and 
are kept in mind of the existence of a 
valuable medium. 
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Classified Advertisements. 


Advertisements under this head, two lines or more 
without display, 25 cents a line. Must be 
handed in one week in adi 


vance. 
WANTS. 
Gg HOUSEKEEPING. Ads. 
Gor HOUSEKEEPING. Ads. 
QUNBEAMS, FOR THE LITTLE FOLKS. 
A®T IN ADVERTISING. 89 Fifth Ave., N. Y. 


38 Times 


A™ VICK’S MAGAZINE, 200,000. 
Building, N. Y. 


A™ VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 


APS, NICK'S, MAGAZINE, 200,000. 38 Times 





DS. ae \ ‘ aemmemaiend 200,000. 
Building 


4 Ne ST. ae LAS MAGAZINE wants your 
attention, and Ceserves 1 


Ss Columbian postage stamps are bought 
inns ees mt 


a. ta sample copy of ART IN Auvants- 
S ING. 90 Fifth A we. Now York City 


38 Times 


1,000 8-PAGE booklets, $10. Printed intwo 
1; colors. UHLER BROS., Charleston, Ill. 


was ANTED — Premium pictures or calendars. 
ddress at once THE GA: GAZETTE, Le wr N.Y. 
LLUSTR’D features for nev 
HARPER ILLUSTRATING 8 aie. 
\| EW borders for Fein effective advertisi 
E.L.SMITH, 180 W: tty om Soy oe 


Pa Persian © ae he never fails to cure. 
wrt for free couple. M. COFIN, 332 W. 5ist 


wax Ss half-tone cuts. Send quects 
. DUPORT North Elm St., West- 
field, ee 


g=> $! for reliable list ple list of dealers in any line 
Mexico and So. American countries. 
ASSO. TRADE & INDUS. PRESS, Wash’n, D. C. 
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newspaper men to know the saving of 
M°R time, vinbor and money eaused by the prep 


aration of copy on 
327 Broadway, Tew York. 
A=. you in doubt about the mailability of 
mig ~ Es publication a,-', $5 for ex- 
nl 


eS 
RAD ee IN INDUSTRIAL PRESS. V Wash’n, D.C. 


MS oe man wants line of blankets as 
side line, on commission, to sell to the best 

trade in Southwest. Best of a ns as to abil- 

ity and reliability. _BLANKETS, Terrell, Texas. 


VV ASTED_ Position ina Dh a egy > ne mpany, 


eaien See 
Hed ios charee in both ne r and abliching 
M ffices. Best references. “$s. we EB. 


ters’ Inky 
XMALL TALK ABOUT BUSINESS 7 2. 
\ banker’s business helps for men & women. 


66 oe Sou TALK ABOUT 1. + pag 4 
you to financial safety, Ls aed 40c., cloth 

7c. Our catch tells about and mailed 
free. FREMONT PUBLISHING CO., Fremont, 0. 


(UASSIFIED advertisements will be accepted 
(without d play) for the Year Book issu loco of 
ch ’ INK vember iy a * line. 
Book of about 600 S pages. m guaran: 
teed 20,000 a. 


‘nei. pe 





AL4DY.p poten Ss 
and ae ‘ability to rare degree, is 
—: vas A se ages ion and desires en- 
ith firm where fidelity and ability 

be pe valued. MISS B., 2121 Park Ave.,P’ »Pa. 


PRINTERS’ INK. 


COVER the State of Indiana. 13 leading dai- 
lies. FRANK 8. GRAY, 12 Tribune Bidg., N.Y. 
i he > ores AND ‘AND JEWELER, 96 Maiden 


ane, N. Y. i good medium fo: 
careful advert — ¥ 


NY advertising in PRINTERS’ INK 
A" } amount of $10 ie "entitled to receive 
the aot for one year. 

OMINION News paper List (60 wee 
D ua circula’ uiathon 326, CANADA READY 

.» Hamilto: 
page cena 0 7 10 a: r ine; ¢ 
A ation 20 000. Best medium on cart SiPES 
REPOR’ >ORTER, } wy Ind, 


placed in each of 140 inenh wache weeklies ; 

to "2 line a_week. Only one aaeoage 
needed. UNION CO., 15 Van ewater St., N. 

URING supscription season we 

suspend upecription sonst rule. send For spec 
imen. ART IN ADVE. TIS! G CO.,80 5th Av. 

the 

> 


|F ou aate selection of | of pa 4 to being 

I iargeat ret ow 
D’S ADVERTISING AGENCY of 

ee METROPOLITAN AND RURAL acm. 

N.Y., an cultural and family journal, is- 

sues over 500, monthly. It pays advertisers. 

Tes: HEARTHSTONE, 285 Broadway, N. Y. 

id-in-advance circulation’ of any 


similar mont! in the United States. Send for 
rates and sample copy. 


DVERTISING in newspapers of | “known cir- 
? means “ BUSINESS’ For 





a em ge Le pe is the finest ill d 
sheet on the market. —— 
for Christan sw plement or for merchants 
_———s agente f nad fall ane holida: 
Sample and ara for stamp. RIFFI 
& CADY CO., Holyoke, mw, 


V 7K would like to have the address of wz 
advertisement writer connected with large 
ry good If — occupy 
cut a position let us show you w! we have 


To ar ‘ou. HARPER ILLUSTRAT. 
ING SY. DICATE. Columbus, Ohio. 


Wy Ani=ZD.. An agent in every city to do about 
one week’s work. May lead to a permanent 
position. A printer or reporter would have 
pref . Apply in a i iting. State 
—— ee 4 a Give refer- 

Address ERS 1 in 10 Spruce St., 
New ¥ York. 


Bo Postion per wanted. § Salary facton a week. 
—- permanent if —_ on is given. 
careful details, but 

not burdensome in a. Apply t in ca sane 
3 ention experience, age and refer- 
ences dress “ PROMPTNESS AND ACCU- 
RACY,” care Printers’ Ink, No. 10 Spruce St.,N.Y. 


Bua MEN. It used to be thought that 
lithography was the only process by a 
really fine b ~~ heads co ad | vobtal ned ae 

erent now. legantly des an en 

aved late for letter head, 8 pecial d 
ive exact size and wording and an i wil 

suit oe on approval. W. M 

ip, Ill. 
A THOR fae pte I __. experienced and suc- 

e management of a large book 

and job Job office, and pompess also in 
on and jodicals, desires a situation as 


co 
, AX- 





= office. 
ed. Address 
_ St. be “Bt. Louis, Mo. 
COPEL, New Xork service f Ly for out-of-town pub- 
all the ad 


van of a spe 
aes mcy without ateee of nto expense. Per- 
iterviews with adve others ped 
Gucted by men of ge experience and 
quaintance. Wecan find out why that letter ~~ 
ives no attention. e can save that Ff 
to New York. Send for methods and references. 
PHELPS & OO., 92 Times Bldg. 


PRINTER,” 





ADVERTISING MEDIA, 
pie 2 GUIDE. Mailed on recei: 3 « 
stamp. STANLEY DAY, DAY, New Market, 


ARDWARE DEALER’S MAGAZINE. a 
for adv. rates and copy. 78 Reade St., N. Y, 


* BU! ic- 
a age A. FRANK RICHARDSON, ibune 
Bidg., N. Y. Chamber of Commerce, 5 


‘YLASSIFIED advertisements will be accepted 
(without display) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 my a line. 
Book of about 00 pages. m guaran- 
teed 20,000 copies. 


6é Ye r isa hustler for orders.” —J. J. 
is refers to PARK’S FLORAL MaG- 
125,000 circula- 
Bm Fs office, 517 Temple 
Court, New York City. “ E S, Manager. 


je -ic— OF PAPERS ee 
ions count in securin; 
seine or subscribers. 
eading or cover design improve the 
tuiteed on a of your publication! Sketch sub- 
roval ; no charge if not accepted. 
, Box k, R, Elgin, Tl. 
Vea RNITY PAPERS—i am special agent for 
all Inch, of the v: 
ch, one time, ‘in 
rae Wh fur- 
of rt Royal A 
Knights of Pythias and all oth. 


um, 
pF Ay Send and rate card. GEO. 
8S. KRANTZ, Special Agent, 102 W. 14th St., N. Y. 





NEWSPAPER 1 INSURANCE. 


resent and nd future business usin; 
a ReeHO ILAS. a 4 
LASSIFIED advertisements will be accepted 
(without display) for the Year Book issue of 
or, A. Se ae AX . a line. 
Book of abou pages. guaran- 
teed 20,000 copies 


BILLPOSTING AND DISTRIBUTING. 

vy ices 200,000 beats billposting, coz it’s per- 
manent. 

yick’s 200,000 beats billposting, coz it’s per- 
manent. 

yices 200,000 beats billposting, coz it’s per- 
manent. 

vs —e beats billposting, coz it’s per- 
= JOHNSTON, adver advertising Gientoatee. 


631 Franklin A’ve., St. Louis, 


sceuiee advertisements will be accepted 
(without Gieplay) for the Year Book issue of 
PRINTERS’ INK io 28) at 25 cents a line. 
Book of about 600 First edition guaran- 
teed 20,000 — 





PRINTERS’ INK. 


PREMIUMS. 
Es MAGAZINE Tee 
V premium. 38 Times Building, N N. Y. 
yes MAGAZINE (200,000) is an euedtive 
premium. 38 Times Building, N. Y. 
Van MAGAZINE (200,000) is an attractive 
mium. 38 Times Times Building, N. Y. 
b fea 3-=. MAGAZINE (200,000 (200,000) is an attractive 
premium. 38 Times ding, N. Y. 
UR catal has the best premiums. HOME 
BOOK COMPANY, t42 Worth now New York. 
GEWING machines half blishers. 
Lists free. AM. - MACHIN ECO. cago, Lil. 


way to judge judge of ART IN ADVERTIS 
and read it for a 


2 gree 


(Ts best wa; 
ING is to send a dollar 
year. 80 Fifth Ave. N.Y. N. ¥. 
re ay pe celebrates his twenty-first birth- 
successf' that the first edition of 
the f -A— number is all er is all sold. 
PRE REM 1UMS—Sewing mach machines are the best. 
Will increase your circulation. 1. RAVORITE 
MPG. CO., 342 W: Ave., sh Ave., Chicago, 1. 


Cr ewitho ED advertisements will be accepted 
Rg a a lay) for the Year Book issue of 
>RINTERS’ ovember 28) at 25 cents a line. 
Book of about 400 pages. Fi jon guaran- 


teed 20,000 copies. 
SUPPLIES. 
Vicks MAGAZINE supplies customers. 


V ICK’S MAGAZINE supplies customers. 


V ICK’S MAGAZINE supplies customers. 


Vv ICK’S MAGAZINE supplies customers. 


’ AN BIBBER’S 
Printers’ Rollers. 


[Xe for etching. ee & COOK, 19 
or 


Water St., New York. 


AP fh ge pe | su upplies bt incr Fy a noth- 


ST. NICHO 


pur mtr paper on earth. ART as ADVER- 
TISING. 80 Fifth Ave., N.Y. Send fora copy. 


N EW ERA job press ; ess ; Gordon movement ; cyl- 
inder distr. J. M. JONES &CO.,Palmyra, N. 


‘Bis Pal PAPER is printed with ink manufa a. 
ured by the W. D. WILSON PRINTING INK 


Co., L’t’d, tf Spruce St., New York. Special prices 
to cash buye: rs. 


Ou sathete re roproguord s and addresses 
—— can ie area” 
ta i fom eo typewriting. G. 
ic Temple, Chicago. 
anand DEALERS- M. Plummer & Co., 45 
R og N. Y., sell every kind of paper 
sed by printers ‘and publishers at at lowest prices. 
Full Hine’ —aiee f Printers’ Ink. 
BA ER than typewritten letters—100,000 fac 
simile letters, size braxes a rinted in your 
own handwriting, on w nished paper, $35. 
LANDON PTG. Co., Columbus, Ohio. 
KE LECTROTYPE CABINETS. Advertisers use 
ae ~. oops cuts. Dust-tight and vermin- 
Breet is sizes. Price 1 supplied. 
EBER WELLS, 157 William St., New York. 


(CLASSIFIED advertisements will be accepted 
(without patenting) tor for the Year Book issue of 
ee, aon ioe wy Tit 5 

Book of abou! pages m guaran- 

teed 20,000 copies. 


MX price Tr 1,000 : ): Letter headin 2; note 
M*: Lae $1.20 ; Lo neonee Sieh: circu- 


3 
lars, Hy 20; 5x84 bs Baxi 60c., if 
_ Tots 8 — toms intpien id. Send 
iculars. ALBERT ener Wi 
St. w York. 
Fro you ew goon it "ihe name ays to have be le ete oat 
an’ 
qualified to dothe best not - on CI 


Fiore bat really high -grade- make a 


te iso W. 23d St., 


nor p 
note of T 
New York Ci 


515 


] Scents cate to give pe rinting for 
onar then you oom ee" where, but 


. 3d St., New York City. 





ADDRESSES AND ADDRESSING. 
S'- NICHOLAS. 


A®Tm IN ADVERTISING. Write for a free spec- 
imen copy. 80 Fifth Ave Ave., N. Y. 


LASSIFIED advertisements will be accepted 
Soy = for the Year Book issue of 
*RINTERS’ [ ovember 28) at 25 cents a line. 
Book of about 600 pag: First edition guaran- 
20,000 copies. 


JYERSONS who have facilities for b ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 tines, under this head once for one dollar. 


RS bought, sold or sold or rented. Valuable 

of fresh letters pales in stock for 

tal. Write for lists and prices. Medical let 

a og, A. Laer GWELL & CO., 112 
Dearbo Th. 


B reading ne Press Clippir Clipping Bureau, through 
read newspapers, can gather fresh lists 
daily of al and 


r of names 
For one le, we list engagements, 
births, ness, accidents. amputations, social 
even po di hs, What 
class do you want to reach!’ Prices moderate. 
Address FRANK A. BURRELLE, Western Union 
Buil , City. 


ae. 


——————~—2+—__— 
ILLUSTRATORS AND ILLUSTRATIONS, 
S7- NICHOLAS. 


R magazine illustrations, H. SENIOR & CO. 
F° 10 Spruce St., N. Y. 
S22 TYPE talks inGOOD HOUSEKEEPING. 
Illustrated ads show excellent. 
QOLID TYPE talks in GOOD popeaasarss. 
Illustrated ads show excelien 
RAWINGS and designs for RE and 
illustrations. L LUTZ. 229 E. 14th St., N.Y. 
Ci eithout ¢ advertisements will be accepted 
/ (without Wy, for the Year Book issue of 
PRINTERS’ [ vember 23) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 





STREET CAR ADVERTISING. 
J OHNSON’S figures are never beaten. 


A. J. JOHNSON, 261 Broadway, New York City. 


VW ene TO yenaes, yu National Bank 
Bidg., Hoboken, N 


{OR Street Car an everywhere, 
GEO. W. LEWISCO., Girard Bidg., Phil’a, Pa. 
Bisyated Sage en for advertising on the ele- 
s New York, — and 
a "everywhere Rates ori nel 
---o, A co N BROS., Temple ( Court 
Cee advertisements will be nomi 
, — Book issue of 


teed 20,000 


BOOKS. 


ANGER SIGNALS. a en 7 ly of practical 

hints for general adverti y 4 
mail, 50 cents. Address PRINTERS’ INK, I 
Spruce St., New York. 


(\LASSIFIED advertisements will be accepted 
( —_e ~ lay) Ld the Year Book issue of 
pavemne r 28) at 25 — a line. 

Book of about 600 First edi 
teed 20,000 copies. 
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TO LET. 
Vices MAGAZINE. Space. 


\/ ICK’S MAGAZINE. Space. 
\/ ICK’S MAGAZINE. Space. 
yick’s MAGAZINE. Space. 
ADVERTISING space in ST. NICHOLAS. 


G°e>, HOUSEKEEPING. Sunes. 
XH. P. HUBBARD, Mgr., 38 Times Bldg., N. 
G°e?, HOUSEKEEPING. Space. 
3 H.P. HUBBARD, Mer., tD, Mgr., 38 Times Bidg., N.Y. 
, 3. IN ADVERTISING. Sample copies sent 
free during Octo 80 Fifth Ave., N. Y. City 
Oy" edwartisomenta its will be accepted 
J oo dis: lay) for the Year Book lant leone of 
ig; beet nn 28) at 25 —_ a line. 
Book of abou! pages. guaran- 
peo 20,000 copies. 


‘Oo | pm and we fice in build No. 108) ruce 
treet. an 


For further particulars address 
ROWELL & CO. 


LET—25,000 letters from ladies, 92, '93, '94. 


fon and other Teading papers. To be let in 
Address for terms THE RUSH- 

con Lawrence, Mass. 

—_—_— Se 


ADVERTISING NOVELTIES. 
~ UNBEAMS, FOR THE LITTLE FOLKS. 


in 
foes to 
FO) 


to suit. 
RTH PIN 


ae rates invariable in ST. NICH- 


Ve ICK’S MAGAZINE pays pays first-class novelty 
advertisers. None others taken. 


1CK’S MAGAZINE pays 
advertisers. None o' 


JICK’S MAGAZINE 8 fret clas novelty 
advertisers. None others taken 

b ie~ MAGAZINE pays frst clas novelty 
vertisers. None ers taken. 

any business - enterprise. Sub- 

AT. ACC'T FIl FILECO,, mont, O. 

(omPosITOR — Experienced compositor de- 

sires rmanent situation. 0 per week. 
Address “ MISS F.,”’ care Printers’ 

Gave G machines will boom your circulation. 

Md , ulars and O ices. FAVORITE 

jicago, Ill. 


oe a = gg novelty 
eens 


abash Ave., 


ie purpose of ‘of inviting ann junceme; 
FoR of eine Novelties, \ikely. to benefit 
reader as well as adve r,4 lines will be in- 
serted under this’ head once "tor one dollar. 


UNT MARY’S Handy Need! Needle and Thread Pack- 

(for men’s use) takes. 180 words of your 

ad. wa) wens ence. Bamas le by mail upon 
request. HALL, 178 LL, 178 Broadway, New York. 


meal advertisements will be accepted 

} re “ lay) for the Year Book issue of 

ovember 28) at 25 cents a line. 

Book Booka of about 600 pages. First edition guaran- 
copies 


UR latest clock is a small silve plated affair, 
about four inches 5 with id ‘ial printed 
in colors. There is n this y TS 
adv. very effectively The clock ‘+ et! 
for premiums or general ve q wae it 
mailable and the price for quantities is ve 
moderate. We have no free samples, but will 
coud ud yee Sako mais eens, . H D. PHELPs, 


PRAISE 
FOR SALE. 
SS space in ST. NICHOLAS. 


M48 ppy. ART IN ADVERTISING. 
80 trys Ave., N. Y. 


PRINTERS’ INK. 


UYER for two novelty gpecialttes A. B. 
B DUDGE, Manchester, 


. BUYS 1 INCH. 350,000 copies Proven. 
$3.50 Womdn's WORK Athens Ga. 
prok SALE—To an , adibes. one-half interest in 


paper in Southern town. 
Ad Peet Y' 2. ws Printers’ Tak. 


) Spt edge illustrations and initials for mag 
— a woekanes and general prin‘ be. 
r ine! 


cuts on AMERI- 
GN ILLUSTRATING CO, NG CO., Newark, N. J. 


LASSIFIED advertisements will be acce pted 
(without dis ‘ovembe for the Year Book inst tene of 
NTERS’ INK ( er 28) at 25 cents a line. 

Pook of 8 of about 600 First edition guaran- 
teed 20,000 — 


prok SALE—A complete news r outfit 
at enaee. Bey sa every de — 
er Taylor press, folder, engine. b 
Unexcelled offer. Address trumees et CRES- 
CENT CITY PUB'G CO., Evansville, Ind. 


meri Old, Prosperous week] in city of 
A% in rich black lands of Texas; crops 
never e tail lant, business. good rea rea- 
sons for sel ice ,000, ‘me on ‘onpart, Jw Just 
pa zee wan want. Address ‘ SNAP,” Print- 
ers 


MONEY-MAKING trade | 
sacrifice. Will ges fe for 
one of its clase i 
A man with thee le moe my “can geta 
in. For full pecttoulars = copy, 
., address TRADE P. care Prin 


— 


ELECTROTYPES 


V ICK’S MAGAZINE, N Y. Has all sorts of 
floral electroty pes. 


Vick's MAGAZINE, N. Y. 
floral electrotypes. 


Vicks MAGAZINE, x. Y 
floral electrotypes 


yick’s MAGAZINE, N. Y. 
floral electrotypes. 


EAD head list tera 
IN ADVERTISIN: 


I F you are an advertiser ge get adie hl on 
electros. Work and prices the best. You 

can < Johnston, of nters’ Ink. ‘Address 

CHAS. CRASKE, 45 & 47 meee 8t., New York. 


HE best aa d can be spo! oiled by a poor printer. 
e display ads so Pihey will one the ne ere: 
and also furnish electros. Address W 


STON, Printers’ Ink Press, 10 Spruce oe yy ¥. 


( ‘LASSIFIED advertisements will be accepted 
/ (without display) for the Year Book issue of 

ip, #. oe =) at oe a line. 
Book of about pages edition guaran- 
teed 20,000 copies. 


DICTURES talk. 5,000 subje — 

at 2centseach. An 

a dollar. ae Age, 3 — 

3 sama Use ert The nee 

"pay y Ty CHICAGO “OH ‘0 ENGRAVIN 
oo, E. Madison St , St , Chicago. 


7 E make electrotypes fo for cies and gen- 
\ eral advertisers a qpeculty, O Our vakews 
all-metal cut is more durable =a saves more 
postage than any cther make. Our facilities 
enable us to fill la: and small orders at a low 
rate. WM. T. BARNUM & CO., New Haven, Conn. 


NELLUTYPE is preferred. by advertisers be- 

/ cause it is 10 per cent cheaper than other 
wood or metal base cuts; it is so light for mailing 
pu mapese you save the cost of cut. Prints on 

aod eal 7. well as —_ cut fey i 
+ ce! = manufac hy e 
W DORMAN “Baltimore, Md., 


paper for sale at a 
— = one year. 
Onis Must be 


rare 
terms, 
ers’ Ink. 


Has all sorts of 
Has all sorts of 
Has all sorts of 


moporarily susy a. AKT 


ts to select from 
ogle column cut for 
ness and — 4 cents 


wee hvac - ~muraacatn 
SPECIAL WRITING. 


HREWD like my confidential “ ed. 
S one... Pit raves mone; ‘ond increases circu- 
lation. G.T. HAMMOND, Newport, R. 1. 

LASSIFIED advertisements will be accepted 

alee y) for the Year Book issue of 
ino ie at —_= a line. 
meg of stout 0 First edit 


on guaran 
teed 20,000 copi 





PRINTERS’ INK. 


MISCELLANEOUS. 
QT. NICHOLAS. 
& 


Go HOUSEKEXPING. Excellent. 

Goer HOUSEKEEPING. Excellent. 

GUNBEAMS, FOR THE LITTLE FOLKS. 
vy ces MAGAZINE Al + 1—0=209,000, 
Vick's ma JAZINE Al + 1 —0— 200,000. 
yrrs MAGAZINE Al + 1 —0— 200,009, 
yick’s MAGAZINE Al + 1 — 0 = 200,000. 


~ AN BIBBER 8 
Printers’ Rollers. 


QEND cabinet photograph and 35c. and receive 
— + “anand photos. G. FAIRFIELD, Wind 
Gap, 


PURiNG subscription sreaom, ~ pe go copies 
wi} on applicatio Rest of the year 
cash. TiN AD RTISING, 80 Fifth Ave.,N.Y. 
" ¢- ep mains advertisements will be acc: opted 
(without display) for the Year Book issue of 
PRINTERS’ —h oy ba at 25 cents a line. 
Book of about First eaition 
teed 20,000 ee 


ADVERTISING 
pores. Boston. 


IGENCIES. 


A LL take ads for VICK’S. 

A LL take ads for VICK’S. 

A LL take ads for VICK’S. 

A LL take ads for VICK’s. 

A 1 indorse ST. NICHOLAS. 

GUNBEAMS, FOR THE LITTLE FOLKS. 
AGENCIES know GOOD HOUSEKEEPING. 
AGENCIES know GOOD HOUSEKEEPING. 


EO.S. KRANTZ, special strestiing agent for 
WN. Y. dailies. 102 W. i4th St., 


py forget to ask DUDD of Beton about 
his effective system of advertisin, 


LACE, 52 Broadway, N. Y. 
Co., 10 , 10 Spruce St., New —" 


25 ba rane, experience in in caliidias alidiadiae. 
oo NG dailies, circ. 6,000,000 ; 
FLETCHER ADV. AGENCY, Cleve aay ry 

¥ fg — to advertise an i where 
oS me, write to the EO. F ROWELL 

ADVER SING 

ICKS’ New: x Advertising 
H Wittiam os 1 proprietor. 
ew York. 
‘YBARLES H. FU CiLErs syeeparen ADV. 
/ AGENCY, 112-114 Dearborn St., Chic: “I, 
yemete Cours New York. Established 1880." Es: 
eerfully furnished. 


mcy has a better standing or bet- 
_ ~, peedacing the maximum 

Ly ~ cimum of outlay than 
DODD'S AGENCY. of t Boston, 


( ‘LASSIFIED advertisements will be accepted 

Peeler me avon for the Year Book issue of 

ber *) at 25 cents a line. 

a, of ft First edition guaran- 
teed 20,000 copies. 


T= INTER-STATE pn hapten AGENCY, 
Kansas City, Mo., offers advertisers 
a good service on reasonable rms for Western 
publications. We prove our work. If you wish 
to enter this fleld, write to us. 


mae others 
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ADVERTISEMENT CONSTRUCTORS. 
~T. NICHOLAS 
S 


Vicks) MAGAZINE'S own artist will make 
special designs for advertisers. 


yick "S MAGAZINE'S own onthe will make 

special designs for advertisers. 

yicks MAGAZINE’S own artist will make 
special deaigns for advertisers. 


Roy — —y 4 own artist will make 
designs for advertisers. 
enema ads made; easy terms R. L. 

CURRAN, P. 0. Box 2008, New York City. 
7) E have pose out more ads and better ones 
pA gets mouse in the business. WM. 


y Ink 
Spruce St., New York York. 
( \LASSIFIED advertisements will be acce; accepted 
/ (withowt mn oven tor the Year Book issue of 
mtg pe en 28) at 25 cents a line. 
Book of abo First edition guaran- 
teed 20,000 — oy 


oe °° of Ideas for Advertisers.” 50 illus- 
trations. 70 styles of zeety-s made ads. 
wr ~S valuab! Vw x3 
00 pages. 


cen ta, postpaid. B-T. 
MALLETT. publisher, 78 Read or he Reade St. 
M ¥ object = writing ads i ads me to say little ant 


say much. If I can an ad that wi! 
mes you space and still il do the wesic. i.e. 


Ven ICK’S 


y be able to sh that way 
of ¢ writing. WALTER W. BRETT, 261 Bway Nr, Y. 


WE do the fine peas | for two prominent 
advertisemen Chance brought 
| A one and he brought the other—it is le 
t Printers’ Ink may bring more. If you fur- 
Es the printed job as well as the writing it will 
pay you to know us. Not for your ordi 
work, but for the best. HE Corus PR 
136 to 140 W. 23d St., New York City. 


HE papers are full of good ads now: 
T The poo ad hasa 


ticed. ‘a cut al always he! ee 
I have pre 


the price of the cuts. So an illustrated ad costs 
no more than a Pisie one. BERT M. MOSES, 
Box 283, Brooklyn, N. Y. 


I OR $52 I will write 52 advertisements and sup- 
ly 52 attractive and artistic oe cuts for 
any’ the retail lines of i panes, 
drug: ware, clothing. goods or 
jowsiry. I will write and aalcliver he ads all at 
once. They may be paid for in three months, or 
I will take a note at six months ora year, orI 
will allow six per cent discount for cash wit h the 
I will = any unsatisfacto tad ad. 


decline 
AUSTIN BAT: M Vanderbilt Building, 
sell goods.” 


in 


“ Ads that se 


[* sxe r to be sure of getting my work done in 
just | the right ing Be I have employed the ve 
best business arti: now of. I am in touc 

with the vers ona the best printers in 

America. I want orders from those who appre- 

pe the importance of having their advertising 

matter just right—who do not care 
time and money in experimen othe are will- 


work. I 

seaiecersat ‘ish itastrath t ~~ = 

rn ons for all purposes 

and ° full chai of the me ee Se it 


advisable. rite Us- 
TIN] BATES, Vanderbilt Bide, N.Y. 


I j ERE’S a Mae oy A lose : “ Dear 
Mr. am g! inclose_here- 

with the check nf R. R.J Alien, bon & Co., of Phil- 

>. for Ay ——— of prize which has 

been awarded to you as the author of Ly best 

series ot ads for their china. & areand ~~ 4 

pe nay ——_ bite th Kindly acs wet 

receipt and oblige yours f 
Hawkins, editor of Bra 
Have a lot = = = = Ae oo in 


send for a 2c » pecee wh 
= JED SCARBU RBORO, 63, Station W, nW. Brook. 


air price for extra 
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NEWSPAPERS 
ano PERIODICALS. 


ne under this head, two lines or more 
without display, are a line. ith dis- 
or ato is 
sar | 60 cents a line. Meat be hd 
in one week in —— 


CALIFORNIA. 


Ll. os gg henge leads os byway Cali- 
Swoi 000 daily. 











PRINTERS’ 


INK. 
MAINE. 


BANGOR COMMERCIAL. 
J. P. Bass & ©o., Publishers, Bangor, Me. 





Daily average, nearly 5,000 copies. 
Weekly average, over over 16,000 copies. 


Perry LUKENS, JR., New York Representative, 
Tribune Building. 


MASSACHUSETTS. 











fornia. 
SAN JOSE is t tte ming ce center,and 
7 the DAILY ME RCURY. is isthe! ‘ing paper. 


CONNECTICUT. 


Ba plac: advertising in Eastern Con- 
necticut see THE Day, New London. 


weeny TIMES: Hartford, com. 











Ww 
40) nanny CTT gg a 


N EW BEDFORD (Mass.) JoURNAL. Daily wer 
R. -- over 4, co, ‘Remember us when placing 


MICHIGAN. 


[Eze SUNS, 118,000 weekly. 
Ar ey SUNDAY, 

















prtroltsi SUNS, 





TT THE UNION, 
Bridgeport, Conn. 


eekly 
Western Comedy UNIONS.” A. by the 


L. Mos New Yor! 
Vanderbile Blag. THE 
LO., Bridgeport, Conn. 


THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 
Every nook and corner in the Nutmeg State is 
covered by them. Bes special trains and by pony 
expresses ‘these two papers are delivered Sunday 
morning all over Connections. Special editions 
Danbury and Anso 


,» New Haven, Meriden, 
Combined circulation, 80,900. 


TENION PU PUBLISHING 





are sent inio are —_ 
ila 150,000 Readers. 
THE HARTFORD TIMES. 





Wii 0. Burr, Publisher. 
RuFvs H. JACKSON, Bus. Manager. 
Daily- 12,500 circulation. 
The great advertising medium for reaching the 
Nutmeg State. 
Weekly—7,000 circulation. 


Perry LUKENS, Jr., New York Representative, 
73 Tribune Building. 


GEORGIA. 


4 eed ENTERPRISE, Smithville, Ga. Official 
4 organ of Lee County. All home print. 


ILLINOIS. 
S bad be 34 CiT1zEN—leading Southern {illinois 
tye a GLASS AND POTTERY WoRLD 
all manufacturers and dealers in 
this =. and in Furope. 


IOWA. 


yon can reach the 
Northern lowa, 
uthern re sin R 
WEEKLY 1 LEGRA 
the la: aaant di best media 























ple of Eastern and 
orthern Illinois a— 
using the DAILY and 
paeaeee, lowa. It is 





8,000, are pro’ 
‘RAND RAPIDS DEMOCRAT, the noes = 
G per in Michigan, outside Detroit. 13,000 ly 
¥eor™ ED CIRCULATION for 
40. 000 «xi; moet rs ine. amano ¢ copies 
f circulation 
“ONCE A mand Despoer, Mica. 
DP StxbaY ILLUSTRATED peg Bene ; 
SUN, 4,000. Adv ‘office, bi7 “tem: 
Ling City. = 
room always open to inspection of ciralome 
or their representatives. 
ESULTS— Advertise where you will get pay- 
ing returns. Adve rs are well pleased 
with the ILLUSTRATED and SUNDAY SUNS, 
Detroit, Mich. Advert —_ office, 517 Temple 
Court, New York S800 Ww te for 
lars. Circulation, 118,000 week y. 


MINNESOTA. 
\\ J INNEAPOLIS TIDENDE has the! - 
\ culation of any Norw a Se yg 
esota. 
The Housekeeper, 
Application. Pays Advertisers. 
pe5 H. 
Population to-day, 7! 
The most prosperous tar in ~& country. 


THE NEWS TRIBUNE 
IS ITS ONLY MORNING NEWSPAPER. 


Berea every ‘day in t in the year. It = the 
vee d largest circulated newspaper at the 
a of the lakes. 


PERRY Lame, 3 In., Easter Eastern Re < man 
73 Tribune Building, N. 


MISSOURI. 


H® JJEROLD DES GLAUBENS, St. Loais, i Mo. et 
1850. Circulation 33,000 Brings ree 


6 tig HOME CIRCLE, St. Louis, = the ba 
~~ the 000 

















Minneapolis, 
Minn 











My Ey AR. 
co) Beste: moni —y 

lished in 1880. a 
NEVADA. 


MVHE eee COURIER, Genoa. Six es. 
| home print. Beads in N Nevada. 7 


NEW JERSEY. 











KENTUCKY. 


ww TOCK FARM, Lexington, invites you to ac 
+) company it on its weekly visits to horsemen. 
A MERICAN BAPTIST, Louisville. Est. 1879. Best 

adv. medium among colored people in South. 








THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find IT PAYS! 





*PRINTERS’ INK. 


NEW YORK. 


St NICHOLAS. 
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AYTON MORNING TIMES and EVENING 
NEWS are clean, reliable, family papers. 


7 OUNGSTOWN MA nn 800 daily, 5,200 
y weekly. Leading ne act Ohio. 








Toe Ire" in the CouNSELOR, Rouse’s 





y "BREE trial lines 25c. in Watertown (N. Y) 
HERALD—3v,000 readers. 


71CK’S 
\ bast of hockies, 184,519. Fact. 
\ r wicks 200,000. 
East of on 184,519. Fact. 
Life 2-1 ICK’S 200, 











of Rockies, 184,519. Fact. 


4 ie ~ AMERICAN FAnuEh AND FARM NEWS 
is guaranteed b 


rectory and P: ha 
ciroulation of Fd ney in the State of Ohio, 
and the secon: circulation of any month- 
ly agricobecal journal in the world. The ad 
rate is low, and advertisers tell us that it pays 

them. GEO. S. BEC K, Eastern Manager, 193 
World Bidg., New York vity. 


OKLAHOMA. 








viore 
v East of ot Rockies, 184,519. Fact. 
(CR aay go any geod § business it will pa 
ApvocaTE, New Yor! 
{T= LADIES’ WORLD 
Circulation Map 


Willi aaporet me. 
8. H. MOORE & CO. 
New York, itl s send it, "together 
with an estimate op your advertisement. 
RaTE Low! CIRCULATION LARGE! 
. M. LUPTON’S popular periodicals, Tak PRo- 
PLE’sS — JOURNAL and THE onan STRATED 





to use THE 
City. 





. 106 & 108 Reade 8t., 
A COMPARISON 


During 18938 the New York EVENING 
?OST contained 25 per cent more cash 
advertising than any other evening 
paper in New York, a visible concession 
to its superior value as an advertising 
medium. 











eters 





t ADVERTISING IN 


TEXAS SIFTINGS 


Mw PAYS 


Peeeeereeereses 


+ 
. 
+ 
. 
. 
? 
? 
- 
* 
- 





T= GUTHRIE DAILY LEADER, the leading 
morning paper in the Territory, ec ran pod” 
vertising with the distinct and positive guar- 
antee that it has double the paid circulation of 
any at 5 publishei in Oklahoma. F. B. 

Lucas, Ad 


PENNSYLVANIA. 


Ne ot (Pa.) REPUBLICAN has the largest 
—O ¢ _ circulation of any Scranton paper. 
30, 00 WELL-TO-DO, intelligent pe 
who ap} yreciate a good thing people, 
they Ad it, read the R TIMES every even- 
ing. WALLACK & SPROUL. ers 
DAs INTELLIGENCER —est. 1} 
WEEKLY INTELLIGENCER ext 1804, 


wh, Pen 
Have alwags been exc Iusively ho home print pa- 
pare, with larger circulation than any competi- 
ors. Best mediums for advertising in Bucks 











County. 





TEXAS. 


Tue POST : Houston, t=xas. 


Has a LARGER REGULAR ISSUE? THAN ANY 
DAILY IN TEXAS, ard is soguaranteed by w- 
ell’s 1894 Directory under a forfeit of #100. 5S C. 
BECKWITH, Sole Agent Foreign Advertising, 
New York and Chic "ago. 


WASHINGTON. 














REDUCED To 1O0c. 


GODEYS 


BIG INCREASE OF CIRCULATION, 
Present Rates, 75e. per line. 
Send for rate card giving discounts. 
THE GODEY COMPANY, NEW YORK, 


WINTER RE RESORTS. 


The best mediums in seiidta vidhite through 
which to reach the class that patron- 
izes Winter Resorts, are the 


Daily Press & Knickerbocker : 


SUNDAY PRESS. 


Delivered at more Homes than all the other 
Albany papers combined. 


RATES ON APPLICATION. 


THE PRESS COMPANY, Albany, N.Y. 
OHIO. 


ARGEST cire’n of any Prohibition paper = 
4 nation: BEACON AND NEw ERA, Springfield 
\ USKINGUM FARMER for Southeastern Obie 
4 $6 an inch this year. Zanesville, O, 











QEATILE TELNGRAPH 





BAT TLE TELEGRAPH, the 
Democratic daily north of San Franc 
4 hh + SPOKANE SPOKESMAN-REVIEW. tly 
morning paper. Consolidation mee nay 
and REVIEW. Exclusive control mo’ id. No 
competitor within 500 miles. Popula’ _ Spo- 
kane, 1881, 500 ; 1894, 35,000. The past and present 
ry of Spokane has been marvelous ; its 
future will be the wonder of Western civiliza- 
tion. Little more than a d le , where now 
the din of a modern city of 35, "souls rises 
above the roar and rush of the stream, the 
man hunted the wild beasts and fished the river. 
Thoroughly metropolitan, with solid blocks of 
granite, brick and iron, six stories high; 40 miles 
cable and electric cars ; ten nee lines. Tribu- 


ailabi 


wholesale business as GS, ‘= “te infancy. The 
SPOKESMAN-REVIEW is t) a 
of all the best interests of Sk and the vast 
country tributary to it. 


WISCONSIN. 

COPIES ave’ 

5397 ints. EXC 

A® ad in the Milwaukee TRIBUNE will pay. pay. 
Semi-monthly. Circ’n over 5,600 copies. 

\ [ TRCORSIN AGRICULTURIST, Racine, Wis. 

La circulation of any English paper 


paaaings 











for the six mos. 
IOR, Milwaukee. 








in Wisconsin 


SO. & CEN. AMERICA. 


AL rs in Cuba, Mexico and 

500 Ror AE yee — are used by our ——— 
— the world for America 

Try th mvinced. SPANISH- AMERL- 
CAN NEWSPAPERCO. 136 Liberty St., N. Y. 





| aegme tog 





PRINTERS’ INK. * 











I DO PRINTING! 


Good, Plain, 
Straightforward 
Printing. 


NO PRINTER CAN MAKE TYPE TALK MORE 
LUCIDLY. SOME PEOPLE SAY | CHARGE A 
’ GOOD PRICE—EVERYBODY SAYS | DO GOOD 
WORK—THAT’S WHAT BRINGS PROFIT TO 
MY CUSTOMERS. oe 


1 PRINT 
Cards, Circulars, Letter Heads, Book- 
lets, Catalogues. 


I PRINT 


Printers’ Ink, The American Newspa- 
per Directory, Printers’ Ink Year Book. 


| PRINT 


For Beckwith, Richardson, Reming- 
ton Bros., Bates & Morse, O. L. Moses, 
C. A. Bates, Geo. C. Beck, Jed Scar- 
boro—in fact, 


FOR EVERYBODY 


That appreciates good work and fair 
prices, 


EXCEPT YOU. 














ADDRESS 
WM. JOHNSTON, MANAGER PRINTERS’ INK PRESS, 
10 SPRUCE STREET, NEW YORK. 
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Printers’ Ink. 


THE BEACON-LIGHT OF THE WHOLE REALM 
OF ADVERTISING. 





This is the Age of Advertising. Nevertheless, there is much bad and 
indifferent advertising, comparatively little that is really good. 

But there’s improvement every day. 

PRINTERS’ INK is the beacon light for advertisers ; it warns against 
wrong advertising ; it points out the safe way. 

PRINTERS’ INK is indispensable to all who would enjoy the best 
fruits of advertising. 

PRINTERS’ INK publishes everything appertaining to advertising 
which is of real interest and. benefit to advertisers. 

PRINTERS’ INK is, without exception, the most thoroughly read 
publication anywhere. Every issue teems with matter of vital interest to the 
progressive business world. 

The Latin word, imprimatur, meaning ‘‘ Let it be printed,” is a good 
motto for PRINTERS’ INK. If tkere’s anything for the advancement of 
good advertising PRINTERS’ INK prints it. 

Summing up, it may truly be said that PRINTERS’ INK is the ad- 
mirer and commender of those who do meritorious and remunerative advertis- 
ing. The counselor and teacher of those whose advertising is only partially 
efficient. The helper and instructor of those whose advertising is ineffective. 
The adviser and guide of those who are about to advertise. The converter 
and educator of those who ought to advertise. The monitor and friend of all 
who do, or would, or should advertise. 

The circulation of PRINTERS’ INK is 20,000 (twenty thousand) 
copies per week, covering the best portion of the business interests of America. 

PRINTERS’ INK is an unrivaled advertising medium for such lines 
as are suited to its character. 

The subscription price to PRINTERS’ INK is $2.00 (two dollars) a 
year, and it's the biggest two dollars’ worth of value obtainable on the face of 
the earth. 


PRINTERS’ INK, 


A Journal for Advertisers, 


10 SPRUCE STREET, NEW YORK CITY. 
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A PENNSYLVANIA 








r% ° ae — 
fhe Pennsylpania Hate (rditorial Association. 
’ ’ ‘ 


Connellsville, "a baca 





ik i septemvefR 
tS Messrs. GEO. P. ROWELL & CO., a yee 
Presideot, =f #10 Spruce Street, New vors™ 
H P. SNYDER, 
Connelisvitie Courier ; Gentlemen: 
Vice Presidents, ; Your circular letter requesting the views of 
LUCIUS ROGERS, } the President of the Pennsylvania State Editorial Asso- 


Kane Republican Ciation upon your proposed plan of compiling the Amer- 
R.T WILEY. ican Newspaper Directory of 1894 has been referred to 
Elizabeth Werahd me by Past President Acheson of the Washington, Pa., 
JW MALOY, “Observer.” T would have preferred that he had made 
Semen 108 Record reply, but since he has not I will endeavor to do so. 
cae If I had any material criticisms to offer on 
your plan I would feel somewhat aiffident adout setting 


Executive Committee. 


BF MYERS, 
Harrisburg ry them up against twenty-eight years’ experience. . Happily, 
T.M JONES I have none. Your plan meets my hearty approval. It is 


Certainly fair to all interests. 

There cénm be no resonable odjection to the 
insertion of advertisements ‘in the Directory, nor can 
you be held accountable for any statements as to cir- 
culation contained in such advertisements since you 
expressly disavow responsibility therefor; but I would 
Suggest that no palpably false or misleading claims be 
@llowed. It is highly improbable that you will have 
occasion to exercise censorship under such conditions, 
F.S BOWMAN, § and the caution is perhaps superfluous, but it is only 


Harrisburg Telegraph 
J IRWIN STEELE 
Ashland Advocate 

J ZEAMER 
Carlisle Volunteer 
E F ACHESON, 

Washington Otser er. 
W H. REICHERT, 
Kittanning Standard. 


a offered in view of a possible contingency 
Secretary A good Newspaper Directory is a desirable 
and ; volume in the hends of advertiser, and it iS worth 
Treasurer, { the while of every good newspaper to be properly rep- 
RH THOMAS, $ resented in its columns and to encourage its publication 
Farmers’ Friend} by such advertising patronage as judgment dictates and 


circumstances permit 

There are too many Directories, however, that 
appear to be published with a view to making their cost, 
and a very liberal profit, out of the newspapers alone. 


Mechanix sburg, 


2 
Corresponding ; 
Secretary, 


J W STOFER, 
Mt Joy These Directories, not being made to circulate among 
Star and News advertisers, are worthless as advertising mediums for 


— wr — newspapers. I need hardly say that Rowell's Directory 


co is not one of them, 
Sincerely Bs 
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Pent (HARLES AUSTIN 
ms, DATES & 
5 ! Vanderbilt Building 3 


NEW YORK 4 


Good advertisers are attracted 






by good advertising. 
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If you are going to have an ad- 


vertisement in PRINTERS’ INK YEAR 


















Book better have it right. The 
Year Pook will be a pcrmanent 
fixture on 20,cco desks. Have an 
announcement that will get atten- 
tion every time the book is opened. 
I can help you to do it. 

This page is a sample of my 
work, The design is for my own 
page in the Year Book. Sucha one 
is worth $15. The price includes 


a plate ready for printing. 
+ 


CHARLES AUSTIN BATES, 
VANDERBILT BUILDING, N. Y. 





> 
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Morninc Datcy, Established 1865. j D 1 f 
EveninG Daiy, Established 1885, WOES PURI CO. 
WEkKLY, Established 1865. 
Sunpay (Morning and Evening 
Circulation Consolidated). 


GILSERT M. HITCHCOCK, Il'resident. 


THE 


WORLD-HERALD. | 


4 aoe & Obnh, Sept. 17, '94. 


Geo. P. Rowell & Co. 
New York, N. Y. 

Gentlemen: —Replying to yours of 12th 
inst., we beg to say that as we already 
have an ad in your Directory this year we 
cannot afford to insert one in the Print- 
ers' Ink Year Book. Yours truly, 

World Publishing Co. | 
E. C. WW. 
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It is hoped that no publisher will 
advertise in the Printers’ Year Book 
because he is solicited to do so. 


A publisher of a paper that seeks the patronage of general advertisers, and 
omits an opportunity to tell his story to at least 20,000 persons interested in ad- 
vertising, when the entire cost is only $100 for a page, for half a page, or $25 
for a quarter page, certainly would not think of pay ng $10 a thousand for postal 
cards or postpaid envelopes to convey information to the advertiser in a form 
less likely to obtain attention. 

A postal card or a circular goes into the advertiser’s waste basket the r o- 
ment he has genes over its contents, if not sooner. The announcement in the 
Year Book being backed and faced by reading matter, will have the careful at- 
tention of every advertiser at a time when he is interested in advertising. The 
book will be kept at hand until its contents have become familiar, then will go 
to the bookbinder for a substantial binding, and afterwards have a place in the 
advertiser's library: for the Year Book will be the most unique publication ever 
issued. No other publication ever covered the field in the same way. No similar 
publication ever had one-half the sale that is already assured for the Year Book. 

Our Omaha friend might just as well write to his tmaster that because he 
bought $100 worth of stamps or postal cards in May, he cannot afford to pay out 
another $100 for others in November. He would not have bought the first lot had 
he not thought them worth the cost. Because he bought some once is no reason 
why he should or should not buy some more. The postmaster will not very much 
care to be told why he does or does not buy more statps. He will certainly be 
amused if the idea that the purchase was intended as a personal favor is sug- 
gested tohim. That is about the way the publishers of Printers’ Ink Year Boo 
feel about orders. 

They solicit them! They want them !—but they think a man a donkey who 
sends an order on that account. The man who pays for space in the Year Book 
with the idea that he is not likely to receive a direct benefit from his advertise- 
ment, in dollars and cents, that will more than repay its cost, either has nothing 
to say about his paper (as an advertising medium) that it is worth while to make 
known to American advertisers—or he don't know how to say it. In the first case, 
he had better save his money and keep out of the book. In the second case, he 
had better employ an ad smith to write his announcement and an artist to ilius- 
trate and make it attractive. He can find the names of ad smiths and artists in 
the advertising columns of PRINTERS’ INK. Mr. Charles Austin Bates, Vander- 
bilt Building, Nassau Street, N. Y., will do both for him at acost of from $10 to $25. 





If you hesitate about advertising in a book that can do you much service, for 
fear that you will thereby be compelled to advertise in another that can do you 
none, that is a good reason for keeping out of the Year Book. 

If you don’t believe in advertising, or if you are ashamed of being an adver- 
tiser, either of these are good reasons for declining to advertise in the Year Book. 

If, on the other hand, you decide to have an announcement in the Year Book, 
it will be well to have it prepared with all possible care, and send it in quickly; 
for there are certain advantages of position that will belong and be accorded to 
the advertisements that come first. : 


Address orders to 
PRINTERS’ INK YEAR BOOK, 
10 Spruce Street, New York. 


From publishers who advertise as a favor to us, orders are not desired: from 
those who are members of associations, formed to protect its members from 
the weakness of advertising, orders are not expected. Such associations are 
spreading, and will doubtless teach advertisers a lesson that they need to 
learn, i. ¢., that, as a rule, newspaper men, who know most about it, consider 
advertising a waste of money. 








PRINTERS’ INK. 





oe himself of offers put forth in 

PRINTERS’ INK, Mr. Walter W. Brett, a de- 
signer of advertisements, secured sixteen quails, 
he having given an order August 29th for eight 
lines space to be inserted in PRINTERS’ INK as 
a classified advertisement for the year 1895, at 
a total net cost of $104. Inconsideration of which 
order Mr. Brett became entitled to receive free 
insertions for his advertisement for the remainder 
of the year 1894. Metaphorically speaking, there- 
fore, Mr. Brett may be said to have bagged sixteen 
quails at no cost. He got more than anybody 
else this year because he happened to be the first 


man to reach the shooting ground. 





He is like the early worm whose 





exploits at dawn of day have be- 





come a matter of history and are 





well known to every small boy in the 


land. 
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Twelve =? Without Cost 
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N advertisement contracted for to appear 


in Printers’ Inx -for the year 1895 will | 


be inserted in all remaining issues of 1894 


and in’ PRINTERS’ | INK YEAR | Book 


Ss FREE 


After the new year begins bills will be rendered monthly. 


ADDRESS 
| PRINTERS’ INK, 10 Spruce St., New York. 
| Oct. 3rd, 1894. , 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
GEO. P. ROWELL & CO., 
Eprrors and Pusuisuers. 


. _Subseri; n 
Piee "Two. Two Dollars a nee. Cents a —_ 3 
Five Dollars a hun bers. 


. No back num! 

poiereen ie who desire to sub- 
for the benefit of their 

patrons can obtain special terms on 


it is always 


To 
pm mg BY issue a new edi ge PARR 


for $2, or a larger number at five dol- 
inv hinds. 
reson who pe not paid for it is 
iving Palerans’ Ton, oo Weaenes some - 
pald for. 


Orrices: No. 10 Spruce Street. 
CIRCULATION. 


Average for last 13 wee - 
Last issue, Me _ - 


19,211 copies 
19, 


NEW YORK, OCT. 3, 1804. 














** IT KNOW a house painter,” said a 
New York reader of PRINTERS’ INK, 
**who has not given out a day's em- 
ployment for months. His own tinte 
sufficed for the few calls made on nim, 
and often he lacked employment for 
himself. I saw him a day or two ago, 
and asked if he noted any improve- 
ment in the times. ‘Improvement !’ 
he exclaimed, ‘I have fourteen houses 
waiting for me now.’ This iliustrates 
the change in the business outlook. 
The house painter has not yet made a 
profit, but is busy. He hires men. 
He receives and pays out money. The 
wheels are in motion once more. 
This, our Easter, will appear all the 
brighter on account of the unusually 
prolonged fasting and depression that 
has preceded.” 


THE newspapers of Chicago were the 
first to form a combination binding its 
members not to expend money in ad- 
vertising. The columns of the Chica- 
go dailies for the past year have shown 
the result. In no other city has there 
been such a shrinkage in the amount of 
mercantile advertising. Furniture 
manufacturers and dry goods stores 
caught on to the journalistic idea that 
advertising costs money and that in the 
conduct of business everybody ought 
to save money in every way possible. 
It is easy to see the tendency of the 
idea. Advertising costsmoney. Mor- 
al: DON’T ADVERTISE! Never- 
theless the Chicago papers still have 
faith in circulars and send out a great 
many of them. Some of them are 
beautiful and convincing, too. 


PRINTERS’ INK. 


Many of the Afro-American publi- 
cations which reach PRINTERS’ INK’s 
exchange desk appear to be clean, well- 
written and well-edited sheets. 


As an advertisement solicitor, an ad 
in PRINTERS’ INK has one important 
advantage. Itdoes not expect 25 per 
cent commission on every order it 
secures, 


THE nominee for any important office - 
need not spend money in advertising. 
The papers will freely insert all that 
he wants to know and a good deal that 
he doesn’t. 


As first-class actors are just as eager 
to secure advertising as the fourth- 
class ‘ones, it is evident that they do 
not believe that good goods advertise 
themselves. 

A CAREFULLY prepared estimate 
shows that a fair price for inserting a 
ten-line advertisement one time in 
every newspaper in the United States 
would be ~ 150. 

IF all the newspaper advertising was 
successful, the demand for newspaper 
space would be so universal that the 
average blanket sheet would soon be a 
blauked sight more blankety. 


MEN can't be biamed for trying to 
advertise themselves when so many in- 
stances can be pointed out where a no- 
torious fool made more money in a 
month than an unknown wise man had 
been able to earn in a lifetime, 


ADVERTISERS of dyspepsia and indi- 
gestion cures seeking desirable medi- 
ums, may be interested to know that 
some of the cheaper restaurants in 
New York are prepared to print ad- 
vertisements on their bills of fare, 


SOLICITING favors is a nauseating 
business both to the solicitor and the 
solicited and, hence, a country pub- 
lisher, unable to secure readers and ad- 
vertising patrons by the merit of his 
paper, should get out of the business. 

WHEN a man decides to spend 
money in advertising, he should en- 
gage an experienced person to write 
his advertisements, so that he will be 
enabled to devote his entire time to at- 
tending to the increased volume of 
business which his advertising is ex- 
pected to bring. 
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A QUESTION was recently put in the 
British Parliament as to whether a 
large proportion of the pictorial ad- 
vertisements which now adorn the walls 
and fences of London are printed and 
lithographed in the United States. 


From the West Publishing Com- 
pany, of St. Paul, Minn., PRINTERS’ 
INK has received a little book contain- 
ing a description of the home establish- 
ment of the National Reporter System, 
where a thousand tons of law-books 
are made annually. 


DouBTLEss a principal reason why 
editors so strenuously object to giving 
publicity to any news matter that may 
incidentally advertise something. or 
somebody, is their fear that most per- 
sons who read will believe the whole to 
be paid advertising. 


THE next time the United States 
government attempts to secure adver- 
tising patronage, it is to be hoped that 
it will be for the benefit of the Con- 
gressional Record. A few advertise- 
ments in that publication will enliven 
its pages considerably. 


In view of the fact that avery large 
proportion of the people of New York 
are of Irish or Hebrew extraction, one 
would imagine that a comic paper 
whose humor and satire was not almost 
wholly at the expense of the Irishman 
and Jew might secure enough readers 
to make it a desirable advertising 
medium. 


MAny people believe the first day of 
the week to be a sacred day and that 
the publication of a newspaper on that 
day profanes it. Such people do not 
read the Sunday papers and, hence, 
a class of persons with a good deal of 
money to spénd cannot be reached by 
advertisers through the medium of the 
Sunday journal. 

A GREAT many trade journals are 
now conducting an advertising depart- 
ment, induced solely by the success of 
PRINTERS’ INK, ‘‘The Little School- 
master in the Art of Advertising.” 
Any trade paper which desires to offer 
PRINTERS INK as a premium to its 
subscribers can be furnished with as 
many subscription coupons as are re- 
quired in exchange for space in its ad- 
vertising columns. Details to be ar- 
ranged by special agreement. 
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‘* THE improvement in the business 
conditions wrought within the last few 
weeks is so marked that it was com- 
mented on by all with whom I came in 
contact. The change is not in any 
single line of enterprise, but seems to 
have reached all lines, though in vary- 
ing degrees.”—Controller Eckles, in 
the New York Times. 


A DAILY mail with free delivery at 
every rural post-office in well-setiled 
sections would benefit the people more 
than any other one thing. A frac- 
tional postal currency and a parcel post 
are also needed. These great reforms 
are demanded by our farmers’ organi- 
zations, and are bound to come.— 
American Agriculturist, 


NEWSPAPER advertising has evi- 
dently had its day. The Chicago, 
Boston and Detroit papers bind them- 
selves, under heavy penalties, to ad- 
vertise by circulars only, and now N. 
W. Ayer & Son, of Philadelphia, who 
believe in ‘‘keeping everlastingly at it,” 
are presenting their advertising patrons 
with an assortment of jumping beans. 


PRINTING firms who make a special- 
ty of booklets for advertisers should 
write to Rand, McNally & Co., of Chi- 
cago, for a copy of a little Volume de 
/uxe, entitled *‘ Comfort In Travel,” 
which they publish for the Michigan 
Central Railroad. PRINTERS’ INK 
would be glad to see a better piece of 
work, but does not expect to do so 
soon. 


A GENTLEMAN who recently had oc- 
casion to make a canvass of the physi- 
cians of Louisville and Indianapolis 
writes to PRINTERS’ INK: ‘* In almost 
every reception room I have found on 
the desk or table an assortment of the 
issues of Munsey's Magazine. I have 
been very much impressed with the 
universal prevalence of this publica- 
tion.” 


OF the 20,169 newspapers in the 
American Newspaper Directory, 261 
newspapers are accorded a circulation 
of more than 25,000 copies each issue. 
The aggregate is as follows : 

57 Dailies 503,854 
t Semi-weekly .. “ 42,000 
1o2 Weeklies 7:044,149 
9 Semi-monthlies 7,010 
85 Monthlies 8,199,774 
7 Quarterlies,... 935+733 


261 20,620,520 
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AN apt ad tempts others to ad-apt. 


‘THAT's a striking ad,” remarked 
Bolger as the street sign fell down upon 
him. 

ALMOST every woman knows what 
merchant's advertisements are worthy 
of reliance and what are not. 








THE man whose hat was knocked off 
by a drooping telegraph wire said it 
was a very catching head-line. 


Has any one ever heard of a success- 
ful bargain sale that was advertised 
only by posters, circulars or handbills ? 


PERHAPS the real reason why many 
professional men do not advertise is 
the fact that they have nothing to ad- 
vertise. 





IN most cases the merchant who has 
no money to spend in advertising 
eventually has no money to meet other 
expenses. 





Ir must be difficult to convince an 
advertiser that a paper which prints 
indecent advertisements goes into the 
peoples’ homes. 





A copy of the Minneapolis -Yournal 
containing an advertisement printed in 
colors was recently received by PRINT- 
ERS’ INK, along with a query as to 
whether the printing of colored adver- 
tisements has become customary in the 
newspapers of the East. So far as 
can be ascertained, the practice of 
printing gaudy hued ads in the papers 
of this section of the country was ex- 
tremely ephemeral, a fact which seems 
to have caused noregret. As the New 
York papers which tried the experi- 
ment did not persist long, it must be 
inferred that it could not have been a 
glittering success. The printing of 
advertisements in colors is not only an 
additional expense, but as they cast the 
non-colored ads into the shade the value 
of the latter is considerably diminished. 
Of course, all the advertisements can 
be printed in colors, but then they will 
hardly attract more attention than if 
they had been printed in black and 
white. And there you are. 

TT 


THE success of the new Brooklyn 
advertising agency of Desmond Dunne 
Co, seems to be owing, in some meas- 
ure, to its recognition of the fact that 
the services of an advertising agent 
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should not be limited to selecting me- 
diums and placing business for a 
client. According to Mr. John Irving 
Romer, whose connection with the 
company is well known, it is the prac- 
tice to appoint a competent man to at- 
tend solely to the interest of each one 
of their more important clients. ‘The 
man so detailed devotes himself en- 
tirely to mastering the requirements of 
that client’s advertising. The more 
valuable time and labor of the client 
and supervising agent are economized ; 
and the last named is enabled to exer- 
cise a useful oversight over all, while 
the former is relieved from the neces- 
sity of employing the services of an ad- 
vertising manager who cannot possibly 
have equal facilities for serving him. 
Most of the local advertising agencies 
in New York attempt to render noth- 
ing more thana messenger boy serv- 
ice, while this Brooklyn concern en- 
tirely replaces the advertising manager, 
and it is said that they do it well. 


NEVER mind how good a circulation 
a paper may possess, advertising in it 
is rarely profitable when the copy used 
is not the right kind. Nevertheless, 
when advertisers fail to secure proper 
returns on their advertising ’ invest- 
ments, it is seldom they blame any- 
thing but the mediums they have em- 
ployed. This must be particularly irri- 
tating to the editor of a paper in a 
small country town where no other 
journal is published. He knows his 
paper has a good circulation, and that 
properly prepared advertisements in- 
serted in its columns are sure to bring 
first-class returns. He realizes, how- 
ever, that the class of copy many of 
his patrons use must render their ad- 
vertising useless, and that the reputa- 
tion of his journal as an advertising 
medium will suffer in consequence. 
In a communication to PRINTERS’ INK 
on this subject, Messrs. Chas. Holt & 
Sons, publishers of the Kankakee (IIl.) 
Gazette, remark : 


“The great trouble with country advertisers 
is that they w/Z/ not change their advertise- 
ments, and the editor in sheer desperation 
writes something rather than allow the matter 
to get sour, The average country merchant 
will change his show windows, but his adver- 
tising space, which costs him money, is al- 
lowed to present exactly the same features 
week after week, It takes a long time to edu- 
cate some men in certain important matters 
connected with their business, but we are glad 
to see that with the example ard influence of 
Printeks’ InK a decided change has taken 
place in the matter of newspaper advertising. 
We regard Printers’ INK as the newspaper’s 
friend as well as the advertiser’s assistant,”’ 











THE “POLICE GAZETTE” CRITI- 
CISES CHICAGO DAILIES. 





A recent issue of PRINTERS’ INK 
contained specimen advertisements 
from a Chicago daily paper collected 
by a Buffalo clergyman, who asserted 
that no police paper in America or 
Europe would publish them or similar 
advertisements. 

Having this assertion in mind, a rep- 
resentative of PRINTERS’ INK went 
down to Franklin Square to interview 
Mr. Richard K. Fox, proprietor of the 
Police Gazette, the celebrated pink 
paper so popular with people who are 
about to be shaved and waiting to be 
called ‘* next.” 

Mr. Fox is well known as a sporting 
man of liberal ideas. He belongs to 
the ruling class, being an Irishman 
from Belfast ; but no one ever knew 
him to touch a drop of liquor or use 
tobacco in any form. His place of 
business is so well known that it has 
been said that the most effective way 
to fixing the location of the establish- 
ment of the Messrs. Harper Brothers 
in the mind of the ordinary inquirer 
has been found in the statement, ‘* It 
is opposite the Police Gazette.” 

PRINTERS’ INK's representative as- 
certained that Mr. Fox is now in 
Europe; but his manager, Mr. James 
Moorhead, was quite willing to talk. 

When shown the ads he exclaimed, 
after looking at them: ‘* Well, they 
are pretty tough. About all of them 
are ads of Chicago fast houses.” 

‘* What would you do with such ads, 
Mr. Moorhead, if they were pre- 
sented?” I inquired. ‘* Throw them 
into the waste basket,” was his reply. 

** Then, similar ads are presented to 
the Police Gazette?” ‘* Yes, lots of 
them, but they never get by me—they 
all go in the basket. I think there are 
very few papers that do not have such 
ads offered to them moreor less. Lots 
of them have carried them, too, till 
they were obliged to stop. One 
especially—a penny morning, not far 
from PRINTERS’ INK, made immense 
money till they had to shut down some- 
thing like a year ago.” 

I asked Mr. Moorhead what his 
reasons were for refusing such ads, and 
he said: ‘* Well, first because our 
readers would object to them, and then 
again if we printed them we would all 
be in the Tombs by night.” 


PRINTERS’ INK. 
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THE NEWSPAPERS OF INDIAN- 
APOLIS. 


‘By Peter Dougan. 


This city, the State capital of Indi- 
ana, is scattered over a wide area, and 
presents a very attractive appearance, 
The residences are usually frame 
houses, but the builders of to-day are 
using brick and stone, Almost every 
house has a lawn, and care is given to 
keep the grass in good cultivation. 

The business houses are mostly on 
Washington street but partly on IIli- 
nois, Meridian, Pennsylvania and Ala- 
bama streets. The northern and 
southern parts of the last-named 
streets are mostly given to residences, 
The business houses are six and seven 
stories high—in a few cases ten, and 
are built of stone. 

Washington street is where most of 
the dry goods, jewelry and retail stores 
are. Wholesalers are on South Merid- 
ian street. At all times Washington 
street is busy and crowded, in fact it is 
a Broadway. Though a city smaller 
in population than Louisville its peo- 
ple have more business and ‘‘ go.” 
The street car lines or trolleys meet at 
Illinois and Washington streets, and 
from that point diverge in’ every di- 
rection. 

Retail merchants in want of goods 
can telephone to their wholesaler, who 
has them put on a car and delivered to 
the buyer in short order, The news- 
papers use the cars in the same way. 
The papers are left at the distributing 
points and taken thence by the carri- 
ers and delivered at the residences, 
People subscribe to the papers at so 
much a week. 

Of the daily papers the ews, an 
eight-page evening paper, is the lead- 
er, having the largest circulation, and 
it is, one might say, the universal 
paper. 

It issues several editions in the aft- 
ernoon, and whenever anything im- 
portant is going on a special edition is 
certain to come out giving the public 
the latest possible information. The 
bulletins exhibited in its office win- 
dows are a feature of considerable pub- 
lic interest. 

The Journal is an eight-page morn- 
ing paper, Republican in __ politics. 
With Republican officers in charge of 
city affairs, its influence has probably 
been increased of late. In its tone and 
character it is similar to the New York 
Herald. 
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The Sentinel is an eight-page morn- 
ing paper, Democratic in politics. In 
its manner of getting readers and cir- 
culation, it imitates the methods of the 
New York World. 

It is hard to form an opinion con- 
cerning which of the two morning pa- 
pers has the largest circulation. Im- 
pressions gained on the spot rather 
indicate that the Fourna/ is the one. 

The Sun is a four-page evening 
paper, the only one-cent paper of the 
town and the last daily to appear upon 
the field. 
culation hard, but on the streets it is 
not very much in evidence. 

‘The German papers are not seen 
much about the streets. It would ap- 
pear that the Germans read the En- 
glish papers, generally. 

If only one paper is to be used by 
an advertiser in Indianapolis, the 
News must be the one. It really 
seems to be everywhere. 

The colored people form quite an 
element in the population of Indian- 
apolis. ‘They are intelligent and many 
are in business for themselves. ‘Their 
two papers, the Freeman and the 
Courter, evidently reach a field worthy 
of cultivation. 

The Cincinnati Enguirer and Com- 
mercial Gazette reach the city about II 
a. m. and are sold on most news- 
stands and by boys in the business 
streets. They have cultivated this 
fieid and are still doing so. 

The New York and Chicago papers 
are not seen much on the streets but 
the hotel news-stands have them on 
sale. 





—-—- —__ +o —_—-—— 
MERCHANTS are sometimes led in- 
to misrepresenting their wares simply 
because in expatiating on their merits 
they become “* inebriated by the exu- 
berance of their own verbosity.” Un- 
truthful statements in advertisements, 
however, are written intentionally and 
in cold blood, 
chien iaaties 
AN RWFRRPEIINS ADVERTISER. 
“You say,” inquired Hobbs, “that you 
mean to start an an! iquarian store ac >d expect 


to make a success ?”’ 

* Of course | do,’’ replied Nobbs, with ela- 
tion, “* I'll advertise in a way that'll fetch 
’em. Just look at this sign."’ And he joy- 
ously produced an 8xro window placard read- 


ing: 





D. NOBBS, 
ANTIQUITIES. 
All the Very Latest Styles. 





—Chicago Herald. 


They are pushing the cir-~ 
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CLEVER MEN, THEY ARE. 


Who gets all the wonderful amount 
of advertising for the great New York 
dailies, or superintends the getting 
thereof? Following is believed to be 
a practically correct list of the adver- 
tising managers : 


New Y ork Recorder, ...Mr. McLaughlin. 


__ ea Mr. Freeman. 
& ee Mr, Laffan. 
5 ee Mr. Peverelly. 
* Herald . -.»Mr, Fox. 







a nog baceeuseds Mr. Cohen, 
26 | eee Mr. Semen. 
ne eee Mr. Dorr. 
Lis Advertiser ....Mr. Hasbrook, 
¥ News ............Mr. Nelson. 


If you have occasion to place an ad- 
vertisement with them, how pleasant 
they make it for you, but try to get an 
advertising order from one of them 
and it is 100 to I you don’t succeed. 
This is where part of their cleverness 
comes in. 


+0 
MIXING POLITICS WITH RELIGION. 


A “ progressive ” Congregational church in 
a Vermont town advertises in the Out/ook tor 
a minister, young, married,and a Republican. 
That church seems determined to ke ep up in 
its progressive spirit with the political proces- 
sion returning to Republican rule,— 7/e Con- 
gregationalist, 


BY PROXY 


respectable young 
a worthy gentleman 


SEEKING MARRIAGE 


f is brother. of a rof 
lady is anxi ious to mee 





;_all correspondence strict] 


dential XX, Hebrew Standard, New York. 





—Hebrew Standard, 
+o 





THE BACKBONE OF THE CON- 
CERN. 


‘*T run the horse column,” said the 
turf editor, ‘*the proprietor runs the 
editorial column, Funniman runs the 
humorous column and McGee runs the 
dramatic column. Now, whoruns the 
spinal column?” 

‘* That is easy, 
tor. ** The 
does.” 


” said the snake edi- 
advertising manager 
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A NOVELTY WHICH IS NOVEL. the Real Estate Register and Rental 

_ Guide indicates that the Fuller Novelty 

A glance at the reproduction below Advertising Co. is trying, with consid- 
of an advertisement which appeared in erable success, to live up to its name. 






































i Campeurt, 
A~ARBESTEX 




















GAS FITTING Owen Bc hahiien 
ta F. G. Lams, 5 bike agony Poe 
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PS ETO. Ain Let oe Wee your Residence ter 
Ie “4 BELLS-FANG-LIGHTS. 
-] STEAM AND BOT WATER BEATING. F=—% — 
: =~ (SANITARY: PLUMBING.E— = ge 
= Prov acsextyre) <4 Ranges and Hot Air Parnaces. FF v 
sass ope, ge Get wy prices before purchasing — 
: mt r “-IOWEN McAULIFFE,E4 & 
ila 2 P~E SW Cor, Richmond and Weybomet Streets se = 
Vv. Dade mth, “ as! - my 





TAA LOWEST PRICES oF ALL ea , *v- ae = - = 
; “DE a IN & CC = = 7. 
JOHN M. DEAN CO. SL WATSO! <= - = 
ay Big Gar Beermensres Soret aveves.e it 
he A a = —_ == 
4 per rer) = 71 5 
s 4 . = 
sz 5 = se 
Wl ie : 


DFSCKIPTION, * 

The above is Mr. Smith’s first vii w of his newly completed house. He is surprised at find- 
ing it covered with the signs «f the different workmen and others who have built and 
equipped the elegant residence, After the signs are removed Mr. Smith is much pleased 
with it, and if he ever builds again it is safe to say that he will employ the same business 
men, Fuller Novelty Adv, Co., Box 803. 





THE WANT COLUMNS. 
Nearly every one wants something of 
some sort and thousands of people find 
profit in gratifying these wants. But 
the nature of the longings must first be 
made public and there is no_ better 
means to do this than by employing 
the want columns of the daily papers. 
No class of advertising is more read 
and, hence, no class of advertising 
{ brings more responses. There is a 
person in Auburn, N. Y., who already 
recognizes all this, as the following ad 
taken from the Audletin of that city 
makes evident : 








HE BECAME PRESIDENT. 
iN wanta buyer. Come and see me. Fred M. Tom Bigbee—I believe the president of 
Smith, 70 South st. this road, when he was a boy, sold candy on 


7 OTICE—I have a church and cannot use it. I 


the trains. 
a en as , Uncle Oatcake—You don’t say so! They 
THE man impressed with the notion that ag ‘ 
“there is plenty of. money in a temperance do charge like thunder for the candy, but I 
newsp«per’’ has gradually disappeared in hardly thought there was so much money n 
New York.—New York Sun the business as that !—Chicago Herald, 
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A. B, ADHEM, STOREKEEFPER. 


Abou Ben Adhem, may his soul have peace, 
Wished often that his wealth he might in- 
crease, 
Early each morning he rose and quickly hied 
Himself unto his store, the where he cried 
His wares until the evening’s shadows fell. 
But many a day poor Adhem failed to sell 
Enough to pay expenses; this him sore 
Did grieve, and often deep he swore. 
One night he sought his hard and lonely bed— 
He was a bachelor: how could a wife be fed 
On such scant profits as his trade returned ? 
He slept, but soon awoke ; his eyes discerned 
A form of wonderous beauty standing near, 
The sight of which filled Abou Ben with fear. 
“ Your pardon, sir; I did not hear you knock. 
No goods I want to-day, I think ; my stock 
Is fall. ” “That's true,’’ the angel ‘said, 
“ And so it will be until’ you are dead. 
Here is a list of men that have much goid 
Read carefully the names that are enrolled. 
Pray, do you know them, these men blessed 
with scads ?” 
lord,”” said Adhem, “oft I've read 
their ads. 
T see it now, and henceforth will be wise ; 
Write me as one that’s going to adv ertise.”” 
The ange! wrote and vanished, Adhem slept, 
And at the earliest light {rom bed he leapt. 
Then to the newspapers he went in haste, 
And interviewe:! the men of shears and paste. 
More printers did each editor engage, 
For Abou in each paper took a page. 
* * * * * * 
The angel came no more, but the next fail 
Ben paid the biggest income tax of all. 
i ie z 


Displayed Advertisements 


Must be handed in one week in advance. 








SS CPERION Mechanical yp oe dip “3 
trotype Eng. Co.,7 New Chambers st 


STAMES EOF SOLKE MONS n* 


POSTAL NOTES ABOLISHED. 
The only substitute that will accommodate or 
satisfy the people is our PATENT COIN MatrL- 
ING Carbs. In mpenease® toa mail business. 
—- imprint on cards free. Address for 


sa TORD & CO. DETROIT, MICH. 
BRAND NEW IDEA!! 


“Powell's Pocket Rate Book™ 


is a corker. Begently bound in flexible silk 
cloth, size 3&x6, and gives the advertising rates 
of the great publications of America. 


. takes a a copy: 
POWELL, Springfield, Mass. 











PRINTERS’ INK. 


Arthur’s a“ are 
for both 
Pete rso n : ~ | Magazines. 


F. E. MORRISON, Adv. Mgr., 
500 TEMPLE COURT, N. Y. 













Ls ted THIS PAPER 
YOU WRITE. 


mee Perey ea Letter 











POPE RACK com 
ST.LOUIS, MO. 


Vickery - | 


Hill List. 


BRINGS BEST 
PAYING RETURNS» 








SO SAY THOSE WHO USE IT. 


If this were not a fact, our col- 
umns would not be so crowded 
month by month with advertise- 
ments calling for direct money re- 
ceipts. We would like to send 
you a paper for examination. 


1,500,000 


COPIES MONTHLY PROVED. 





Home Office, Augusta, Maine. 


New York Office: 517 Temple Court. 
C. E. ELLIS, Special Representative. 














Apply in own handwriting: 
ences, Address 





a 

- WANTED 

AN AGENT IN EVERY CITY TO DO ABOUT 
ONE WEEK'S WORK. 


MAY LEAD TO A PERMANENT POSITION. 


A PRINTER OR REPORTER WOULD HAVE PREFERENCE, 


State age and salary (per day) expected, 


PRINTERS’ INK, 10 Spruce St., New York. 


Give refer 








petees 

















my 
i 
; 
f 
: 
: 


THE 


‘Toledo Blade, 


TOLEDO, OHIO. 
¢¢ 


The Daily Blade 


has the largest circulation of 
any daily paper published in 
Northwestern Ohio. 


The Weekly Blade 


has the largest circulation of 
any weekly newspaper of gen- 
eral circulation published in 
the United States. 


o¢¢ 


. For advertising rates in either edition, 
address 


THE BLADE, Toledo, Ohio. 


N. Y. Orrice : 
" 33 Tripune Buipixe. 


SS > + ~~ 


+ + + 
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Time 
Is Coming 


soon when you will make yuur lists for 


Fall and Winter Advertising. 





You want good returns for money in- 
vested. To do this, — must be 
used in making selections of good-paying 
mediums. 

You lack good JUDGMENT and EXPERI- 
ENCE if you leave 


The National Tribune 


off your list 
Have you ever tried it? It’sa pa: ing 
medium, as most general advert 
know. Some have been with us ten 
years, which is proof of a good thing. 
Can we interest you to the extent of 
an order? 


Send your advertisement and let us 
give you an estimate on it, or send for 


rate card. 
THE NATIONAL TRIBUNE, 
Washington, D, C. 


Branch Office : 66 World Building. 
Byzon ANDREWS, Manager. 











=asunsuEe enn mee 
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The Best Advertising 
Medium in West Virginia 
and Eastern Ohio is the 


WHEELING 
~ ~ NEWS 


DAILY, 7,500. 
SUNDAY, 8,000. 
WEEKLY, 2,500. 


THE “‘NEWS” IS ALIVE 
and is read by 
wide-awake . 
people. . 

LARGEST CIRCULATION IN 

Ww. VA. 
Twice as Large As Any 
Other Wheeling Daily. 








C. E. ELLIS, Manager Foreign Advertising, 


517 Temple Court, New York City. 


je== =x====== ==========> 


The Publisher Who Wishes 
To Pay In Advertising 
FOR A COPY OF THE 


American 
Newspaper Directory 
for 1895, that will appear in April 

next. Price, $5. 


OR FOR ONE OR MORE COPIES OF 


Printers’ Ink Year Book, 
that will appear Thanksgiving 
Week, Nov., 1894. Price, $1. 


OR FOR A SUBSCRIPTION TO 


Printers’ Ink ; 
a journal for advertisers, issued 
weekly. Price, $2 a Year, 
may address 


GEO. P. ROWELL & CO., 
PUBLISHERS, 
10 SPRUCE ST., N.Y. 
Crisecmninmainsibieiniiinseiibaainal 


SF PFE EE FF TF + HF + + + +++ aad | 





536 





PRINTERS’ INK. 





e 
Every Advertiser 
desiring to reach 
Women and Homes 
should use 


The 


Housekeeper, 


MINNEAPOLIS, MINN. 


123,000 


COPIES SEMI-MONTHLY. 








For particulars apply di- 
rect, or to 


NEW YORK OFFICE: 
SI7 TEMPLE CouRrrT. 


C. E. ELLIS, Manacer. 
@ 





aN 


OCTOBER Isr 
WAS THE DATE 


on which our Winter Rate 
came into force. Up to that 
time we accepted orders at 20 
cents per line; now charge 25 
cents. 





THE CIRCULATION OF THE 


Saturday 
Telegram, 


——— MANCHESTER, N. H., —— 


| 








fear 
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In an advertisement in 
Printers’ Ink Year Book 
any newspaper can set 
forth its circulation and 
any other advantages it 
offers to advertisers; and 
such an announcement will 


be kept conspicuously be- 


fore American advertisers | 


for a full year. The first 
edition of Printers’ 
Year Book will exceed 


20,000 copies. 


[PALDALZ AZ 





Ink 0} 


1S GUARANTEED TO AVERAGE 


a 
‘| 75,000 COPIES 
: per issue for the Winter, al- 


most entirely in New England. 
As a matter of fact, if you wish 
to cover the field thoroughly 
you must use THE TELEGRAM. 
Advertisers report profitable 





returns. Place your orders at 
jonce, at the Summer Rate, and 


y 
w | you are assured an actual 


20% SAVING 


This is worth considering. 
Write to-day to 


n 





S 
W | 
nu | 
0 | 
u 
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'C. E. ELLIS, Special Representative, 


| 


517 TEMPLE COURT, 
New York City 
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F tas You Covering Troy? ~h 


The Troy Press 


{ Fills the Bill. 
(K It also Fills the Advertiser’s Pocket. 


I N. Y. OFFICE, H. O'R. TUCKER, 
xy 11 TRIBUNE BUILDING. TROY, N. Y. 











IF you are looking for ——> 
- SPEED, 
SIMPLICITY, 
GOOD WORKMANSHIP, 
GOOD MATERIAL 


AND 

CONSTRUCTION, 

You will find all these conditions in the NEW MODEL 
Web Perfecting Press. 

Send for Descriptive Catalogue. 


CAMPBELL PRINTING PRESS AND MFG. co., 


£64 Dearbern Street, Chicaze. 1 Madison Avenue, weer York. 


WIR 


IF YOUR OBJECT  —"" 


ee S In advertising is to create a de- ; 


mand for and increase 


x l the sale of Sc 
Is the Nps C; i pa oS 
paper you should Ly 3 = 


select to attain that end 
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in St. Louis and the SouTHWEST. 


Circulation 80,000 Daily and Still Growing. 


HAVE YOU GOT IT ON YOUR LIST? 
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E. T. PERRY, 
53 TRIBUNE BUILDING, NEw YORK. Manager Foreign eo 
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¢ Youngstown Vindicator. 
$ Daily 7,800. Weekly 5,200. 
: Only Democratic Daily in Northeastern Ohio, and published 
: 

? 

é 

é 

CY 





in a city of 40,000 inhabitants. 
** Youngstown is the biggest city of its size on earth.” — William McKinley. 


; 
‘ 
e 
: 
“* Youngstown is the greatest little city in the world.”—/ohn Sherman. : 
e 
é 
4 
4 
é 
 ] 


The Vindicator 


is issued every day except Sunday. Bright, clean, reliable, 
pre-eminently a home newspaper, and acknowledged to have 
the largest circulation in Eastern Ohio except Cleveland. 


Advertisers 


always secure the very best returns. 
Prices, papers, etc., at the home office (the finest newspaper block in Ohio), 
or of 
H. D. LaCOSTE, 
38 PARK ROW, 
NEW YORK. 
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A CHANGE OF MANAGEMENT 


" SILVER CROSS. 


| have purchased from Mr. A. H. Page the con- 
trolling interest in THE SILVER CROSS, the only 
Official Organ of the International Order of THE 
KING’S DAUGHTERS AND SONS (nearly 400,000 
members registered at this office), and | should 
like to send a copy of our October issue to every 


advertiser. Send me your address. 


‘ JAMES C. DAYTON, 
Presipent or THE SILVER CROSS PUB. CO., 
58 WEST 23d STREET, NEW YORK. 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., 
Epirors AND PuBLisHERs. 
Osrices: No. 10 Spxuce St« ter. 











NEW YORK, OCT. 3, 1804. 








Goopv household publications are 
ranking high with advertisers now-a- 
days. 

The average circulation of T7he 
Ladies’ World for this year, January 
December inclusive, 
375,000 copies per issue, exclusive of 
any free copies. 

One of the largest advertisers in the 
country says he will make a contract 
on 25,000 proven circulation quicker 
than on a promise of 50,000, where 
convincing evidence is lacking. 

The Ladies’ World talks paid-in- 
advance and it cuts off 
promptly every subscription at the end 
of the term for which it is paid. 

Great care should be exercised in the 
selection of a list of mediums for gen- 


to will exceed 


circulation, 


eral advertising, and its paid-in advance 
shculd be 
factor in determining the value of a 
publication. 

About ninety-nine out of every hun- 


circulation an i:nportant 


dred advertisers know that a household 
publication is suited to their advertis- 
ing, but among this number are many 
who on account of the character of 
their announcements find it impossible 
to get into the better mediums of this 
class, 

Two household- publications were 
compelled to leave out advertising from 
their October issue on account of lack of 
space, and Zhe Ladies’ World was 
one of them. There is a reason for 
such popularity—pulling qualities and 
large paid circulation constituting the 
cause for the rusi: of advertisers to their 
columns. 

How many publications aside from 
The Ladies’ World are willing to state 
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their exact number of paid-in-advance 
subscribers? You can count such 
mediums on your fingers and still have 
quite a number of fingers unused. 

Do you buy your clothing without 
Why 
not apply the same principles in placing 
your advertising that are brought to 
bear in other purchases? Zhe Ladies’ 
IVorld shows you exactly what you are 
getting in circulation (paid-in-advance 
subscriptions). The publication speaks 
for itself, and after examining its pages 
and comparing its circulation, an adver- 
tiser knows to a certainty what is given 
him for his money. 

Some publishers reserve the right to 
cancel a contract if it is found that an 
advertisement is deceptive or objection- 
able to subscribers. 7'e Ladies’ World 
keeps such advertisements out of its 
columns by refusing them when pre- 


knowing what you are getting ? 


sented, and by annulling the contract if 
it is found that an advertiser is not 
living up to the offers contained in his 
announcement. 

One of the most complete systems 
for keeping subscriptions is that used 
in the office of The Ladies’ World, 
and frequent tests are made for the 
benefit of advertisers or their agents, 
the plan adopted being to have the 
visitor select a name at random from 
the list, and then compare the original 
letter in which the money was sent to 
pay for the subscription of the person 
in question with the entry on the sub- 
scription card. The average time re- 
quired to get the letter is thirty seconds, 
and another half minute will produce 
the printed slip showing that the record 
in the subscription department, the 
original letter and printed list for mail- 
ing, all tally perfectly. There can be 
no juggling with a list which contains 
closely on to 400,000 paid subscrip- 
tions, and this test invariably convinces 
the party making the examination that 
the claims for this publication are 
accurate, 
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Daily, 32,000 Weekly, 30,000 iE 








QUANTITY AND QUALITY. 


Some advertisers look at quan- 
tity of circulation, others look 
at quality, but the shrewd ad- 
vertisers look at both. THE 


Denver limes-Sun 


and the COLORADO WEEK- 
LY SUN (Weekly issue of 
DENVER TIMES-SUN) have both 
quality and quantity. Its daily 
circulation is fifty per cent 
larger than any other Denver 
newspaper, and its weekly cir- 
culation is four times as large 
as all the other Denver week- 
lies combined. 


eeeeeeexzwae-aeee ea 


havent tes gene nninintante niet teat te cent wr arene nom 


If You Want to Cover Denver and Colorado ° 


thoroughly, use THE DENVER 
TIMES-SUN and THE COLORADO 
WEEKLY Sun. Rates on appli- 
cation. Address 





THE TIMES-SUN, - DENVER, COLORADO. ‘ 


~ 
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Weekly 
Louisville Courier-Journal 


200,000 Copies 


and no extra charge for advertising. 


ODDODDDOOOONONOOOOONOONOOOOOOOOOSONSONNONOVNOO00O 
a ta entra ttt 
OO OO 
33 sha OUGHT TO 33 
90 KNOW THIS! 00 
OO That once a month commencing with September OO 
88 24th, 1894, the Louisville Courier-Journal (Weekly) 88 
OO will issue _ OO 
OO 00 
$8 200,000 Copies 3: 
OO o0o0°0 OO 
28 This is 55,000 in addition to its regular subscription list of poo 
88 145,000. ‘These large special editions will be issued as follows : 88 
60 September 24, 1894,. - - - 200,000 OO 
OO October 29, 1894, . . -. -. ~. 200,000 OO 
88 November 26, 1894, . ; ‘ ; 200,000 88 
00 December 31, 1894, - « « + 266,060 OO 
OO January 28, 1895, , ‘ - 200,000 OO 
28 February 25, 1895, ; 200, 7000 28 
90 And no advance in sates to udvetioat. reve) 

OO 
°° The Louisville Courier-Journal 29 
OO Is the leading newspaper in the QO 
OO aif ef) 
OO Great South-West. It is a high-class family newspaper of OO 
28 acknowledged authority and standing, and which is read 88 
RE through and through every week. So generally is this O8 
OO recognized, that no shop, no store, no home in the South- O60 
88 West will be without it. No journal in America covers a 88 
88 richer field, and covers it more thoroughly, than the QO 
OO Courier-Journal. OO 
88 Advertisements for these Special Editions should be 88 
88 sent in one week in advance of the dates of issue. oe 
88 Rates, 75 cents per agate line. 88 
08 No extra charge for these 200,000 Editions. 09 


oO 
890000000000000000000000000000000900000000088 
OOOOOGOOOOOOOOOOOOOOOOOOOOOOOOOO OOOO O00 0oo00000 


A. FRANK RICHARDSON, 
EASTERN AGENT, 
TRIBUNE BUILDING, CHICAGO OFFICE: 
NEW YORK. 317 CHAMBER OF COMMERCE. 








OVER 


50,000 


OF 
THE 


; Pittsburgh 
Chronicle 
Telegraph 


ARE 


SOLD 


EVERY 
DAY 
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The Pittsburgh neue waemdiiian 


OF THE 


Post —~ OHIO VALLEY. 


It prints all the news of the world. It is, therefore, 
thoroughly up-to-date, clean and pure. This gives it a 
warm welcome in every household. 


BT ADVERTISERS SHOULo CAnerutty Note 


THIS GREAT FACT... 


4 Detailed Statement of Circulation, d 


Month ending August 31, 1894. 








pare. DAILY EDITION. SUNDAY EDITION. 
AUG. Loe. ceeeeesseeeeeeeeeees 38,656 Aug., Ist week....< 
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IS THE ONLY ONE-CENT 

THE POST Newspaper in PITTSBURGH en- 

joying the great franchise of the AssociaTED Press. It is 

read by the best classes of people—people who are the 
best purchasers because they have money to spend. 


PUT YOUR ADVERTISEMENTS IT PAYS 1] 


iN THE "POST. 2 te te 





New York Office: 85 Tribune Building, 
N. M. SHEFFIELD, Agent. 
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Contr acts always 
Renewed 
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ADVERTISERS 


who have had contracts with 


THE 


Evening Wisconsin 


ALWAYS RENEW THEM. 





Some of those who are advertising at present 
have advertised continuously in that 


paper for over forty years. 


SENN SSNs a aga aig: 


Why Is This? 
BECAUSE: The Wisconsin has always done 


business on the one principle—to give the ad- 








vertiser the best possible service; to insert the 
advertisements in letter and in spirit according 
to contract; good positions, clear impressions and 
attractive display. Ads inserted in all editions, 


extras and samples. 
THE EvENING WIsCoNSIN Co. 
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Why 


does every advertising agent 
counsel the advertiser to use 


THE 


Indianapolis News? 





re SSeS eeeeeocecee< 


Because: 


Future orders depend upon 
the returns derived from 
present orders. 


No other advertising field in 
America may be so com- 
pletely covered or so entirely 
missed in the using or miss- 
ing of a single newspaper. 


Alp 
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P. 8.—Sworn average for the past year to April ist 
was 31,801 for each day. Payment for advertising con- 
ditioned on larger bona fide circulation than any other 
three dailies in Indiana combined. 
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« Caps’Em All = 


Gets the bulge on all other Kansas City papers. 
Reaches out into the territory of Oklahoma and 
picks business for its advertisers from remote 
corners of the Southwest. It’s the 


KANSAS CITY TIMES 


we're talking about. The morning edition will 
tell your story to 75,000 wide-awake readers 
(counting three to a copy), who’ve got a strong 
attachment for the paper and money to spend. 





The American Newspaper Directory for 1894 guarantees its circulation to 


be: DatLy, 22,116; Sunpay, 35,775; Weexty, 39,915. 


FOReRATES AND OTHER INFORMATION ADDRESS 


S. C. BECKWITH, 


SOLE AGENT FOREIGN ADVERTISING, 
469 ‘* The Rookery,’’ Chicago. 48 Tribune Bldg., New York. 
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The Houston 


POST 


has the 


Largest Circulation 
of any daily 


In Texas. 


% KR HK 


If anybody thinks otherwise, I would 
like to have him undertake to prove the 
contrary. 

If he succeeds I will pay him $100. 

J. L. WATSON, 
Houston Dai y Post, 
Houston, TExXAs. 
September 25th, 1894. 
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Unequaled 
Advantages 


are offered to Newspaper 
Advertisers desirous of availing themselves of the 


: CHICAGO 
NEWSPAPER UNION 
: LISTS, 


WHICH EMBRACE OVER 





1400 Iirst-class Weekly Papers 


located in the States of Ohio, Michigan, Illinois, 
| Indiana, Wisconsin, Iowa, South Dakota, Nebraska, 
and other Western States. 


FOR CATALOGUE AND INFORMATION, ADDRESS 


CHICAGO NEWSPAPER UNION, 


93 SOUTH JEFFERSON ST., Cuicaco, ILL. 


NEW YORK OFFICE, 10 Spruce Street. 
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Khe Dorters Gazelte 


EVERY SATURDAY 


9. @. P. HOLDEN, Editor « Editor and Publisher. 


ce Gonhers, KH G. J Yt: 7 1894. 
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A good thing about buying JOB INKS of WILLIAM JOHNsTON, foreman 


of Printers’ Ink Press, No. 10 Spruce Street, New York, is the fact that you 
don’t have to buy any more than you want. He sells {-lb. cans of Carmines, 
Purples, Gold Inks or Five Dollar Blacks for 50 cents a can, and any other 
colors or qualities you ever heard of for 25 cents a can, or Poster Inks, any 


color, in 5-lb. cans, for one dollar a can. You order from anybody’s specimen 


book and JOHNSTON will match the goods: but you will not get an ounce if 
you do not send the money with the order, 
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JOB INKS. 


When I used to buy job inks of F. H. Levey I thought I never saw any 
better. 
When I assert that the inks I sell are better than Levey’s inks, I hope that 
God will forgive me. 
That is what I assert ! 
} My inks are the best in the world. 

Please buy a small lot of me and compare the work it will do with wor! 
done with Levey's ink. Then if you write me that mine is as much better as 
it is lower in price, you will do my soul good. 

Here is a reproduction of Levey’s price list. 

If you have not a copy of his specimen book you ought to get one. You 
will find it very convenient for use when you want to tell me exactly the shade 
you desire. 











i PER POUND. PURPLES. 
h NEWS INK—fast Cylinder Presses . . .12 to .16 PER FOUND. 
—Powe i Press (according Violet,. e502 - +s e2 ¢ - 5.00 10.00 15.00 
} tosise of pkg), Prat 12 to .18 Rexel Siaeaneammaniaagegaa 10.00 15.00 
“ —Hand Prete ‘(according jolet-Black, ..... EE 
EXTRA NEWS INKet Mame 
: —Hand or Power 
Ring, we 5.4 O ape Ak iS ss = a YELLOWS. 
Mi +04 6.0 069 #0 1. 1 — 1.00 1.50 2.00 
BOOK AND CUT—Soft or Heavy, De ee ee ee ee ie 
EXTRA FINECUT,. . 50 2.00 3.00 5.00 “ “ —Orange, 1.00 1.50 2.00 
| JOB INK—for Dry and ay. b | “ « —D. Or’ ee, 1.00 1.50 2.00 
Paper (will not set off), __ Poster Yellows, L.M.0.,..... +. 50.75 
| -75 1.00 1.50 2.00] Persian Orange,....-- + bade as o 2.00 
! JOB INK—Extra oem Dryer, - 1.00 1.50 2.00 
WOOD-CUT OR CARD, . 1.00 2.00 3.00 5.00 
INSURANCE POLICY BLACK. 1.00 WHITES. 
i Superfine precipitated, . ..7%5 1.00 1.50 
} Poster White,........- --30 40 5 
af BLUES. 
1 B Se ae ee ee 2.00 2.50 BROWNS. 
j Dark Blue, ..... 50 .75 1.00 1.50 2.00] Brown—Light and Deep, .75 1.00 1.50 2.00 
ue Light Blue, ..... . 50 .75 1.00 1.50 2.00] Chocolate Brown - Light and Deep, . 1.00 1.50 
y Light and Deep Poster Blue,. . . . . 0 .75| Poster Browns - Light and Deep 40 .50 .75 
| French Ultramarine, .75 1.00 1.50 2.00 3.00 DRESS ae ss 6 erarace 1.50 2.00 
H Poster Ultramarine, ....... SEs > 1.560 2.00 
| NG a. ok 5 3 Sere ee 8 1.50 2.00] Maroon Lake,....... ». -250 3.00 
| BlueLake,........ . 6 $60 00 SMEs cc ces ees toe ee < 2.00 
i Tee 3.00} Sepia,..... Rika fod: caste wen x oe ~ 2.00 
{ Russia Brown, RE RRS 
{ , — a... a a ae 22 
i nsy Bronze Brown,. .... . so ee 
REDS. Satin Brown— Light 2 SOG DR,.... . 086 2.00 
Super French Carniine,. . . .,. . 16.00 32.00 
yf Imperial Carmine... ... . ce +s 0 O00 GOLD SIZE. 
i ey RR ere =< = FOR PRINTING WITH BRONZE POWDER. 
i} «Reds 1.00 1.50 “2.00 3.00 5.00 10.00]/oOrange, ............2 ! 00 
1 pa ty an Seeeee 4 H+ Brom, eee Se ee Leo 50 200 
{ - 2 wag\ ermillons, , 1.60 360° 3.007 5.00 Err ae 1.00 1.50 
it oster Reds, aig ida ae 1.00 TINTS. 
q —::: et ee 75 1.00 1.50 
i Russia Leather Red, - 2.00 
| Jacqueminot Lake, . 5.00 VARNISHES. 
Rose-Carmine,. .". . eae on 
| ae eae we 6. Me * 60 | Printers’ Transparent, perlb.,. .30 40 .50 
i Deep Cardinal Lake, wy . . « 8.00] Poster Varnish, per gal., 2.00 250 3.00 
p Ca 5.00 | Gloss Varnish, Sas «6 6 «2 eee 
Gloss Red Ree aos a teen) tele 3.00] Extra Quick Dryer, perlb., ... 50° 17 
| Ordinary Dryer, per gal., .. .2.50 3.00 
i GREENS. vaaneren COPYING 4NKS. 
Dark French Green,. . .. . 1.00" 1.50 2.00 t up in 24, 2 aud 1 Ib. Jars. 
Ms Medium French Green, ° 1.00 1.50 2.00 For Copying in Lotion Books, 
Light vow Sree, eee w ee eee eee 5.00 
lL eer * A Se + tae ne 
it Poster Greens—Light ind as ee een ~ 
TT 6 > 5 aks 6 o 6 08 CC OP fe is oo oe 6 6 eo oe ad 5.00 
Olive ' GreenLight or Dark, es ee es Sh to we ao ee - - $00 
Se os es « oo. 2 86a cg 
= AS eee ee er 8 6. Violet, ihe Sitch we ee 5.00 
DeOGOM SOOM, 2 ce te tte Vrensh Comntes, ee Se 
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BLACKS. 


I will match any of the blacks offered at 20 cents or less, in 25-pound kegs, 
for 6 cents a pound, or in 500-pound barrels for $20 a barrel. 

I will match any of these blacks priced at from 25 cents to a dollar, in 5- 
pound cans, for one dollar a can. 

I will match any other black on the list for one dollar a pound, or sell four 


¥/-pound cans for a dollar. 
aii BLUES. 


I will match any of these blues catalogued at seventy-five cents or less, in 
s5-pound cans, for one dollar a can ; any of the one-dollar blues I will sell in 3- 
pound cans at a dollar a can, or any of the higher-priced blues at a dollar a 
pound, or in {-pound cans for twenty-five cents a can, 


REDS. 

Any of these reds catalogued at less than a dollar a pound I will match, in 
5-pound cans, for a dollar a can. 

The dollar reds I sell in 3-pound cans for one dollar a can. 

Any catalogued at $2 a pound or less I will match, in 4%-pound cans, for 
25 cents a can. Any of these catalogued at from $2 to $32 a pound, I will 
match, in %-pound cans, for 50 centsacan. There is no ink made on this 
earth that I am not able to match and sell, in {-pound cans, at 50cents a can. 
I mean just what I say ; don’t misunderstand me. 


GREENS. 

Any of these greens catalogued at less than a dollar a pound I will match, 
in five-pound cans, for one dollar a can. The dollar greens I sell in 3-pound 
cans for one dollar a can. Any of the others I will sell, in %-pound cans, for 
25 cents a can; bigger cans at same rate. No green ever made is worth more 
than a dollar a pound. 





PURPLES. 
I will match any of these purples, in {-pound cans, at 50 cents a can or $2 
a pound. , 
YELLOWS.—Same as greens. 


WHITES.—Same as greens. 
BROWNS.—Same as greens. 
TINTS.—Same as greens. 


VARNISHES: BY THE POUND. 
Any sort, in 5-pound cans, for a dollar a can. 


ORDINARY DRYER. 
Sold by Levey & Co. for $2.50 to $3 a gallon. I sell for ten cents a pound. 
It costs about half a cent a pound, or 5 cents a gallon. 
Extra quick dryer, in 3-pound cans, for one dollar a can. 


TRANSFER COPYING INKS. 
I will match any of these, in 144-pound cans, for 25 cents a can. 


GOLD SIZE. 
I will match any of these, in 3-pound cans, for one dollar a can. 
In ordering inks, send sample of paper to be used if you can. 
When you order of me don’t forget to send a check. 
A check in hand is the milk in my cocoanut. 
I make no bad debts. 
I bribe no pressmen. 
I fee no collection agent. 
I am getting wealthy. 

D>0y> 


Address WILLIAM JOHNSTON, Manager of Printers’ Ink Press, 
10 Spruce Street, New York. 
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Reporter. 


NEWS INK,—! sell 500 Sp Se Gt Se Be Se On Se. te Oe. 
JOB RS 5 on SS Selected colors, four cans for $1. 

POSTER INK (any color), if 5 Ib. cans for $1, 

baced order hone ete — ee ee a Printers’ Ink 
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"MY REFERENCES: i.e, MY PATRONS, 


RITE ‘to some of these people and ask, them what they think of A man: 

wha, in these times, consents to pay from eight to twenty-five cénts a 

pound for news ink when he can buy a better article of me for four cents— 
and buys carmife at two dollars an ounce when I will sell him four ounces of 
the identical stuff for fifty cénts, and other Job Inks in proportion. 









Press, > ow St., Mew York- 3 
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ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and 
ask gee about sayiies pertaining to retail 
and noe bettermen =< this department. PRINTERS 

ranch. 


adve! experiences 


suggestion ; to 
; to send ideas, 
ink is a clearing-house for 








The following is reprinted from the 
National Advertiser. 1 started with 
the intention of using only one or two 
paragraphs, but every word of this is 
good : 

The wonderful successes achieved by those 
advertisers who obtained the assistance of 
reliable agencies has created a comparatively 
new business, that of the professional adver- 
tisement writer. And to such an extent has 
public interest been aroused that the proposi- 
tion has even been made to establish adver- 
tising colleges, at which the science of adver- 
tising should be taught, as though advertising 
were some mechanical art which could be 
learned in the course of a few easy lessons. 
But the people who make these wild sug- 
gestions utterly fail to conceive what consti- 
tutes the real advertising expert. His knowl- 
edge has not been the result of a business 
college education. It does not consist in the 
ability to distinguish brevier from long primer, 
write grammatically, and know the rules for 
space measurement. The ability of the true 
advertising expert is founded on a lifetime 
study of human nature, a thorough knowledge 
of every department of the advertising busi- 
ness, and the power to express, in the right 
words, the message which an advertiser in- 
tends for the public. Unfortunately, the ad- 
vertising business has been invaded by the 
charlatan and ignoramus, whose ideas of ad- 
vertising appear to be that it is merely a matter 
of throwing together some odd styles of type, 
inventing *‘ornamental borders,’ sometimes 
hideous in design, and wording an advertise- 
ment in a highly humorous style. If he is 
presenting the merits of a patent coffin, he 
cracks jokes about it, makes gruesome puns 
about the terrors of death ; and if he is call- 
ing attention to some proprietary remedy 
which may keep people from falling into the 
coffin-maker’s clutches, he is equally merry 
over his work, Poor puns abound in the pro- 
ductions of the advertising fakir, while catch- 
lines, comic cuts and fancy borders are held in 
higher estimation by him than judicious word- 
ing and convincing arguments suitably con- 
densed. Many of these so-called professors 
of advertising adopt fantastic titles, several of 
which are certainly appropriate in view of the 
professors’ weakness for vulgar slang and 
flippancy. The effect upon the public of ad 
vertisements prepared by these individuals is 
not profitable to the advertiser, They suc- 
ceed in producing very much the same im- 
pression as that created by an impertinent 
solicitor who enters an office, slaps the busi- 
ness man familiarly on the back, and com- 
mences to tell some funny story by way of 
introduction. With a very few people this 
style may take, but the majority resent it. 
On the other hand, the man who seeks busi- 
ness in a courteous manner, introduces him- 
self quietly, tells his story in earnest, simple 
language, in a few convincing words, creates 
a favorable impression and succeeds oftener 


than he fails. The effective work of the suc- 
cessful advertisement writer is exactly the 
same as that of the successful public speaker 
who sways, by his words, audiences made up 
of all sorts and conditions of men, It must, 
therefore, be admitted that the skilled writer 
of advertisements must not cnly be well-in- 
formed on all matters pertaining to advertis- 
ing, but must be thoroughly equipped educa- 
tionally, must have a masterly command of 
language, and, what is most important, pos- 
sess a thorough knowledge of human nature. 
Before this undoubted fact, the ornamental 
borders, puns, acrostics, verbal jingles and 
flippant jokes sink iato utter insignificance, 


- 

A great many stores neglect one of 
the most important of advertising 
methods. Their show windows are 
not made use of properly. This is 
particularly true of a store on the out- 
skirts of the city, or in a locality which 
precludes any idea of advertising in 
the newspapers. 

As I have said before, a very im- 
portant part of the window display is 
the use of attractive signs. I saw the 
use of signs beautifully demonstrated 
recently in an up-town fish store in 
New York. 

An advertising man suggested that 
the dealer use signs in his window, 
and proposed making the signs gra- 
tuitously for the sake of the experi- 
ment. He used three signs. One of 
them said: ‘‘Lobsters, boiled to-day, 
at one-third the price you pay in the 
restaurants.” Underneath the card 
were some lobsters laid out nicely on a 
marble slab. 

The other card was about scollops, 
and the subject of the third I have 
forgotten. The three cards were hung 
in the window in the morning when 
the store opened, and before eleven 
o'clock, the stock of all three articles 
was sold out. 

The dealer had never tried anything 
of the kind before, but had simply 
gone on in the old way, waiting for 
people to come in. He is now a con- 
vert to the sign idea and is using it 
regularly. 

Another happening in somewhat the 
same line goes to illustrate the fact that 
one never can tell how or where or 
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when an advertisement is going to be 
beneficial. 

In the window of a Broadway hat 
store was displayed a new device for 
ironing silk hats. Walter Brett, the 
advertisement writer, was attracted by 
the hat ironer, and went in to see it. 
He didn’t buy it, but he was so im- 
pressed with its desirability that he be 
came a walking advertisement for it, 
and at least one of his friends bought 
the iron at the store which dis > en it. 
Just another demonstration of the fact 
that ‘‘an advertisement works while 
you sleep.” 

* * 

I clipped this from the New York 
Herald, Ido not vouch for the truth 
of the story, but it is a pretty good 
story anyway : 

Stand in the public thoroughfare gazing at 
anything real or imaginary and the dozens 
who gather round you will multiply soon into 
hundreds, and if you stick to it, perhaps thou- 
sands, A crowd as big as the street could 
hold for a block gathered round a sign painter 
at 128th street and Third avenue the other 
day. They rallied in curious excitement and 
dispersed in | disappointed di 

My Sin” in hu uge fe flaming eters was what 
the painter had printed. If ever a 
crowd was bent on anything it was on the dis- 
covery of what that sin was. ‘Il hey asked each 
other what it might be and hazarded guesses 
while the nian laid by his red paint pot and 
brought forth a green instead, 

What would the next word be? 

The crowd grew so excited they called to the 
man, ‘“‘What is it?’’ ‘Tell us.”’ “Go o 
“Hurry. ” “Paint quick if you won’t talk, ” 
until it seemed he might grow too bothered io 
printanything. But he did, 

He printed out in small green letters, added 
to the gigantic “Sin,” the syllable “gle,” and 
when the sign was done it read:—“*My single 
aim is to sell at nominal profit.’’ 

* # 
* 

Somebody has written me to ask 
why it is, when a man is in business 
by himself, he uses the plural pro- 
nouns in writing his ads, and then 
signs them with his single name. 

This brings up a point which is so 
prevalent and so wrong that I am glad 
to talk about it. 

If a man uses the first person sin- 
gular in his advertising, he may get a 
reputation for egotism, but he will 
make stronger ads which put him 
closer to the reader. If he says ‘‘we” 
and ‘‘us” all the way through, it gives 
the advertisement an impersonal char- 
acter, and it seems to me that the ad- 
vertisement should as nearly as possi- 
ble represent the owner of the business 
it is advertising. If he can endower 
his ads with his own distinct personal- 
ity, he has accomplished a great point. 
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In using the words ‘‘I” and ‘“‘my” he 
will have to be a great deal more care- 
ful than he would the other way. I 
think that he will naturally be more 
careful in his statements, because it 
seems to make him personally respon- 
sible for them, whereas when he says 
‘*we” he shifts the responsibility. 
‘*We” in an advertisement is intended 
to mean the whole store, much as the 
editor’s ‘‘we” means the paper as a 
separate entity and not himself. The 
store’s ‘‘we” includes all the clerks 
and the cash boys and everybody who 
is connected with the place. 


* 

In Norwalk, O., is a druggist named 
Barton, who does a good deal of ad- 
vertising. I take it for granted that 
the advertising pays, because he keeps 
at it, but from reading it I do not see 
how it can possibly attract anybody. 

I have recently noticed several ad- 
vertisers using the same style, which to 
my mind is abominable. 

Mr. Barton uses a half column or 
thereabouts of reading matter, which 
is supposed to be humorous. It is an 
imitation of the late lamented Josh 
Billings, and as humor it is not so very 
bad, but it is not advertising. 

I do not believe that I would like to 
buy my drugs from a humorist. Un- 
doubtedly the personal friends of the 
writer of this kind of advertising will 
come in and pat him on the back and 
laugh at his jokes and consider him a 
remarkably smart man, but, on the 
other hand, I believe there are a great 
many people who are repelled by this 
kind of work. 

I do not know of any business which 
is not better for being carried on in a 
perfectly dignified way. 1 should think 
that a drug business particularly should 
be conducted in this manner. A little 
humor now and then will do no harm, 
of course, and will do some good, but 
it should be spontaneous, and there 
should not be too much of it. A good 
deal of fun is strained, and even when 
the jokes are pretty funny, it is rather 
tiresome to the muscles of the face to 
keep them in the position of a grin all 
the time. 

I do not believe that Mr. Barton 
could talk to people who come into his 
store in the way he has written his ad- 
vertisements. ‘That is one of the best 
tests that I know of for an ad. The 
best thing that can be done with an 
advertisement is to make it sound like 
a plain, straightforward talk. 
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For Hats—(By E. French). 











< | 
‘<Old Bachelors > or BATS. 
€ Cannot appreciate the elegant assort- P The manufacturer writes it was a mis- 
< ment of new Fall Goods that we are P take aud asks us to sell ‘em and allow 
© now displaying on our counters. They what we can afford. 
€ would not even provoke a grunt of They came jumbled and tumbled in a 
4 approval from them, Why should big box, some mussed and all sizes— 
4 they? Men are not catered to by us; 4 weren’t packedat all. Some are a little 
4 = but we soiled. They are new and in late shapes, 
iw t Wi 4 however, and the first comer has his 
4 an ives, > choice for 
4 
< And ladies in general, to come in and ; 7oO CENTS 
< look over our stock of seasonable § | . a 
< Dry Goods. The quality and prices g | And we can't take back nor exchange. ‘The 
are both right. ordinary price is $2.25. 
| : 
: HATTER AND FURNISHER. 
{ Muslin & Co., | NOX, 
> 
$ A and B Sts. > | For Shoes By J. Frank Hawkins), 
Svuwev wevuveveved 











For Pianos— By E. French). 


The __~ 
TWO WA/’S TO BUY 


PIANOS AT WHOLESALE| j “Vere 
<__ Boy 


Usually knows how to kick and 
stamp out his shoes in very quick 
order, Just now, in the language 
of the boy himself, we have got the 
bulge on him in the shape of a 
shoe that, for wearing qualities, 
cannot be beaten, and the price is 


only $00.00, 
HEEL & TOE. 


>>. 
> 





Many dealers buy asa grocer buys sugar— 
order such a brand at such a price. They 
don’t see the piano tillit comes; make no 
selection—and wouldn’t know how if they 
wanted to. 

We frequently visit manufacturers of 
pianos and organs, try the instruments, and 
when we come upon a particularly good one, 
buy it, if the price isright. We know how 
to judge materials and workmanship as well 
as musical qualities, and are sure to get our 
money's worth every time. Instead of get- 
ting instruments rejected by others, as some- 
body must, we always have the choice ones. 
And as we buy none but famous makes, 
people who buy of us get only the best in- 
struments the best makers make. 

Send for catalog. Long credit. 


CURTIS & FRENCH, 
Red Bank and Lakewood, N. J. 














For a Druggist—{ By E. French). 


SMELLS 
GOOD. Be 


Every druggist makes a little per- 
fumery, more or less bad. When Il 
began I made the same kind—didn’t 
+ know any better. Began to study the 
T + .big books and made experiments, and 

HE CAUSE a kept at it eighteen months before 
—— + striking anything to compare to the 
Now it has been a 











For Hats—(By J. Frank Hawkins). + 





oe famous colognes. 
+ year since my 


UEEN | 

ee 
+ Hasbeenin use, and many users praise 
+ it. It’s not only a delicious odor, but 
it Lasts. Many don’t last, because 
made of little else than spirits, which 
evaporate quickly. I haven’t much in 


oe the may of gorgeous labels, but it 
costs but 33 cents a half-pint boitle. 


BROWNE, Pharmacist. 


Of much wonderment, no doubt, wi!l 
be found in the fact that we sell a 
Derby of the latest shape and of ex- 
cellent quality for the small sum of 
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THE EFFECT 


Will be electrical when you have + 





looked at this hat. 


JOHN WHITE. 


Have you seen it? 
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Do You Want It 2 


If you would like a full-page advertisement 
inserted in two or more of these daily papers for 
$25.00 each, send along the copy and a check 
quick to the GEO. P. ROWELL ADVERTIS- 
ING CO., No. 10 Spruce St., New York : 

Crawfordsville, Ind., Journal. 

Hamilton, Ohio, News. 

Dover, N. H., Foster’s Democrat. 

Bloomington, IIl., Bulletin. 

West Chester, Pa., Republican. 

Youngstown, Ohio, Telegram. 

Lima, Ohio, Times-Democrat. 

Augusta, Me., Kennebec Journal. 

Lockport, N. Y., Journal. 

Plainfield, N. J., Daily Press. 

Terre. Haute, Ind., Gazette. 

Wilkes Barre, Pa., Times. 

If you would like a full-page advertisement 
inserted in two or more of these daily papers for 
$50.00 each, send along the copy and a check 
quick to the Geo. P. Rowell Advertising Co., 
No 1o Spruce St., New York : 

Batavia, N. Y., News. 

Steubenville, Ohio, Evening Star. 

Charlotte, N. C., Daily News. 

Elmira, N. Y., Gazette and Free Press. 

Fitchburg, Mass., Sentinel. 

Fort Wayne, Ind., Sentinel. 

Newark, N. J., Deutsche Zeitung. 

New Haven, Conn., Evening Leader. 

Petersburg, Va., Index-Appeal. 

Springfield, Mass., News. 

Bangor, Me., Commercial. 

Bay City, Mich., Tribune. 

Bridgeport, Conn., Daily Union. 

Camden, N. J., Telegram. 

Elizabeth, N. J., Leader. 

Lawrence, Mass., American. 

Oswego, N. Y., Times. 

Taunton, Mass., News. 

Dayton, Ohio, Herald. 

Altoona, Pa., Mirror. 

Lowell, Mass., News. 

Erie, Pa., Morning Dispatch. 

Knoxville, Tenn., Sentinel. 

Lebanon, Pa., Report. 
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Portland, Me., Advertiser. 
Wilmington, Del., Evening Journal. 
Meriden, Conn., Record. 

Meriden, Conn., Republican. 
Peoria., Ill., Herald. 

You Albany, N. Y., Argus. 

Elizabeth, N. J., Central New Jersey Herald. 

Fall River, Mass., Globe. 

Lancaster, Pa., Intelligencer. 

Montreal, P. Q., La Patrie. 

Want Newburgh, N. Y., News. 

New York City, Journal of Finance. 

Oswego, N. Y., Palladium. 

Portland, Me., Evening Express. 

It Troy, N. Y., Evening Telegram. 

If you would like a full-page advertisement 
inserted in two or more of these daily papers for 
$75.00 each, send along the copy and a check 

? quick to the Geo. P. Rowell Advertising Co., 
No. 10 Spruce St., New York: 

Brockton, Mass., Enterprise. 

Troy, N. Y., Press. 

Providence, R. I., News. 

Louisville, Ky., Anzeiger. 

If Columbia, S. C., Register. 

Williamsport, Pa., Sun. 

Milwaukee, Wis., Der Seebote. 

Woonsocket, R.I., Call. 

Gloucester, Mass., Times. 

So Albany, N. Y., Press and Knickerbocker. 

Lowell, Mass., Courier. 

Manchester, N. H., Union. 
Newport, R. I., Herald. 


If you would like a full-page advertisement 
Speak 


inserted in two or more of these daily papers for 
$100.00 each, send along the copy and a check 
quick to the Geo. P. Rowell Advertising Co.. 


Right No. 10 Spruce St., New York: 


Augusta, Ga., Chronicle. 
Trenton, N. J., True American. 
Philadelphia, Pa., Evening Star. 
Camden, N. J., Courier. 

Up New York City, Wall Street News. 
Albany, N. Y., Times-Union. 
Brooklyn, N. Y., Brooklyner Freie Presse 
Jersey City, N. J., Journal. 
Newark, N. J., Advertiser. 

] New Bedford, Mass., Evening Standard. 
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New Haven, Conn., Journal and Courier. 

New Haven, Conn., Register. 

Newport, R. I., News. 

Portland, Me., Eastern Argus. 

Portland, Me., Press. 

Springfield, Mass., Republican. 

Utica, N. Y., Press. 

Westerly, R. I., Tribune. 

If you would like a full page advertisement 
inserted in two or more of these daily papers for 
$150.00 each, send along the copy and a check 
quick to the Geo. P. Rowell Advertising Co., 
No. 1o Spruce St., New York : 

Rochester, N. Y., Union and Advertiser. 

Utica, N. Y., Observer. 

Meriden, Conn., Journal. 

Columbus, O., State Journal. 

Watertown, N. Y., Times. 

Baltimore, Md., News. 

Fall River, Mass., News. 

Wilmington, Del., Morning News. 

Pittsburgh, Pa., Volksblatt. 

Toledo, O.. Blade. 

Hartford, Conn., Times. 

Albany, N. Y., Morning Express. 

Lynn, Mass., Item. 

If you would like a full-page advertisement 
inserted in two or more of these daily papers for 
$200.00 each, send along the copy and a check 
quick to the Geo. P. Rowell Advertising Co., 
No. 1o Spruce St., New York : 

Montreal, P. Q., La Presse 

Pittsburgh, Pa., Leader. 

Baltimore, Md., Morning Heraid. 

Albany, N. Y., Morning Journal. 

Cleveland, O., Leader and Morning Herald. 

Providence, R. L., Evening Telegram. 

If you would like a full-page advertisement 
inserted in two or more of these daily papers for 
$300,00 each, send along the copy and a check 
quick to the Geo. P. Rowell Advertising Co., 
No. 10 Spruce St., New York : 

Buffalo, N. Y., Commercial. 

Brooklyn, N. Y., Citizen. 

New York City, Evening Post. 

-If you would like a full-page advertisement 
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inserted in two or more of these daily papers for 
$400.00 each, send along the copy and a check 
to the Geo. P. Rowell Advertising Co., No. 10 
Spruce St., New York : 

Brooklyn, N. Y., Eagle. 

Pittsburgh, Pa., Freiheits Freund. 

New York City, Morning Journal. 

Philadelphia, Pa., Times. 

If you would like a full-page advertisement 
inserted in the paper named below for $500.00, 
send along the copy and a check to the Geo. P. 
Rowell Advertising Co., No. 10 Spruce St., New 
York : 

Washington, D. C., Evening Star. 


If you would like a full-page advertisement 
inserted in the paper named below for $700.00, 
send along the copy and a check to the Geo. P. 
Rowell Advertising Co., No. 10 Spruce St., New 
York : 

Philadelphia, Pa., Record. 

If you think some of the papers that have 
been named offer much more favorable rates 
than others we quite agree with you and recom- 
mend that you use those whose rates you like 
best. Send copy and order to us. 


The Geo. P. Rowell Advertising Company, 
No. ro Spruce St., New York. 


If you want a half or quarter-page, send copy 
and we will tell you what we can do. 

If you want papers not here mentioned, please 
name the papers you do want, and send copy, 
and we will tell you what can be done. 

See last page of 
this issue of 
PRINTERS’ INK. 
If you wish to advertise in a live, up-to-date 
manner, 
Address 
THE GEO. P. ROWELL ADVERTISING CoO., 
No. 10 Spruce St., New York. 
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Wake Up! 


Ke KR 








Successful advertisers do not now insert a stereotyped adver- 
tisement day after day and year after year. When the up-to- 


i date advertiser has something to say he says it as quickly, as bold- 
ly, as loudly as he can, and says it in a manner that people are com- 
pelled to hear and cannot fail to understand. He uses the daily 
paper that will appear to-morrow, and for next week he has a new 
announcement to make. When he has nothing to say he says 


nothing and saves his money. 


MR HK 


We will give you a bold announcement in 
a selection of the best American dailies. It 
will go in quickly. Its results will be imme- 
diate. If satisfactory we will repeat. If not, 
you will know it without wasting a season in 


waiting. If interested, address, 


Ke MK 


The Geo. P. Rowell Advertising Co., 
10 Spruce St., New York, 








